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HE daintiest conceptions of style, the most sleekly 
fitting curves of feminine footwear, must be per- 
fectly expressed in wood before a shoe can be made. 


Is this a wood-turner’s job? 


Many makers and sellers of shoes who are meeting 
competition with betterments in fit and styling will 
tell you “No.” 


© They have learned to regard their last maker not 
© simply as an artisan but as a collaborator. With the 


efficacy of the most modern woodworking produc- 
tion he combines exact knowledge of the possibilities 
of fitting and a stimulating imagination and style 
awareness where these are called for. 


VULCAN will tell you that never has it experienced 
a more flourishing demand for VULCAN Lasts and 
Heels. Many shoe manufacturers will tell you that 
VULCAN cooperates, intelligently, in the production 
of better styled and better fitting shoes. Vulcan 
Corporation, 14 Second St., Portsmouth, Ohio. 














The New Spring Line of. - 
Billiken-Arch Shoes 


Dresent exquisite Style, superb fit - - 
and ~ are a revelation in luxurious ease 





N impressive collection of footwear that 
fits in with the Ultra-Modern Mode— 
fashioned by authoritative stylists; cut from 
exquisite leathers and underneath their smart 
appearance lies quality, plus positive correc- 


tive features, 


We are very proud of the new BILLIKENS 
because they express individuality, outstand- 
ing style, quality and light airiness in every 
line and curve. They will sell on sight and 
make satisfied customers and _ satisfactory 


profits for your store. 


BILLIKEN Arch Shoes are made for every 
member of the family and the line is complete 
in every department. They are priced so as 
to retail at $3.00, $4.00 and $5.00. Obviously, 
we can show here only a few styles of the 
ladies’ shoes, but if you will write us for 
catalog or salesman, we will be glad to show 
you the comprehensiveness of this wonder- 


ful line. 


McELROY-SLOAN 


“The Billiken Shoemakers’’ 
ST. LOUIS MISSOURI 
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LEAF BROWN 


VODE COLOR 14—LEAF BROWN is a 
brown, neutral in cast and springlike in 
character. It is an eminently safe and sala- 
ble color for in-between seasons. Dark 
enough to be worn with winter coats, it is 
still light enough to answer the desire for 
Springlike color. 


And Leaf Brown—Color 14—is excellent 
for the all-over shoe—or in combination 
with other browns. 


LEAF BROWN B 
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STAYS WHITE 


WHITE 
WASHABLE 
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years. LEVOR’S whites have been the ab- 
solute criterion for several genera- 


tions of shoemakers. 


buys 


. produced economically in 


S leathers have always been ex- 


? 
. 


The entire world of shoemaking 
Value has always been the buy- 


buys .. . and continuously re- 
LEVOR WHITES. 


LEVOR 


cellent values 


MERCHANDISABLE 


word. 
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Tanners over 50 years 
néeW YORK 


GLOVE RSVILLE 


G. LEVOR & Chine 


S name on the leaflet. 


These may be obtained with or without 


LEVOR 


This is the front cover of the leaflet which is 


furnished free to the trade for packing with 
each pair of shoes made of LEVOR’S White 


Ki. 











KEEP THEIR 
STYLISH SHAPE 
WITHOUT 
WRINKLING 


HERE’S NONEED for counters to be hard 

in order to be shapely! Armstrong Cork 
Counters combine comfortable softness with 
lasting style. They do not wrinkle, crease, or 
sag. Crush them, bend them—you'll find they 
always come back to their original shape, line 
for line. Your customers will be delighted to 
learn that shoes with these counters need no 
breaking in... that they never pinch or 
chafe. Try Armstrong’s Cork Counters in your 





next lot of shoes. Specify them by name when 





THESE SOFT, FLEXIBLE COUNTERS 











you buy, or write us for a list of the manu- 
facturers that use them. Arm- 
strong Cork Company, 933 Arch 


Armstrong’ 


Street, Lancaster, Pennsylvania. Product 


Ask for 


ARMSTRONGS 
CORK COUNTERS 


ATLANTA ‘ Boston . Cuxicaco . CINCINNATI 
Detrroir - New York ~<: #£ParapetpHta -_ Sr. Louis 
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08 Black Imported Calf, Round Edge Cork Box. 
07 Tan Imported Calf, Round Edge, Cork Box. 


ANKER 
AA to EEE 





* 056 eee Ruby Kid, Kangaroo Tip. 
ack Kid, Arch | on Insole. 

* 046 ; A Benz Kid. 

*K056 Black p dh 


WALL STREET 
AA to E 





$04 Black ipoertes | Calf, Arch Support Inner Sole. 
05 Brown B 
06 Black Ruby mia 












COMBINATION 
A to E 


Bleck Ruby Kid, Kangaroo Tip. 
Black Kid, Arch Support Insole. 

Brown Benz Kid. 

Black Imported Calf. 

Tan Imported Calf. 


BROUWER 
RESEARCH 


No. 100 
AA to E 





0190 nang Imported Calf, Orthopedic Heel. 
0195 Tan Imported Calf, Orthopedic a 
0170 Black Ruby Kid, Orthopedic Hee! 
dorsed by Research Committee, St Section, 
American Osteopathic Association. 


ORTHOPEDIC 


Ato E 






* 070 Black Ruby Kid, Kangaroo Tip. 
*8070 Black Kid Arch Support Insole. 
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Jos. Cwrak 
Illinois Representative, Musebeck 
Shoe Company, Danville, Illinois 


Dec. 24, 1931 
Dear Mr. Musebeck: 


It will interest you to know why so 
many dealers are getting such wonderful 
results in my territory with our shoes. 


The MUSEBECK DOUBLE-ARCH 
WEAR-STRAIGHT DEMONSTRATOR is 
the STAR SALESMAN. With it, a dealer 
can present to the customer such out- 
standing facts of oy and foot com- 
fort that it is recognized at once. 


Dealers selling our shoes the DEMON- 
STRATOR WAY, have found the answer 
to building a following of satisfied re- 
peat customers. 


The man of today wants to be shown 
before he parts with his money and the 
dealer who can show him better con- 
structed shoes gets the business. 


A business built on a foundation of 
UALITY, FOOT COMFORT and SER- 
ICE, will grow steadily. The shoe 
dealer who proves with the DOUBLE- 
ARCH WEAR-STRAIGHT DEMON- 


” STRATOR, that he is selling his custom- 


er quality and shoe construction that 
gives foot protection will not be forgot- 
ten when more shoes are needed. 


MUSEBECK UALITY and MUSE- 
BECK CONSTRUCTION is the answer 
for a good profit and a _ permanent 
business. 

Very truly yours, 


J. CWIAK. 





All oxfords and shoes are priced at 
.— arch support insole numbers at 


All numbers marked with a star are 
also in stock in shoes. Drop the figure 
naught when ordering high shoes. 










068 Black Imported Calf. 
067 Tan Imported Calf. 


LA SALLE 
A to E 





042 Black Imported Calf, Round Sole Edge. 
018 Black Imported Calf, Square Sol 
017 Tan Imported Calf, ‘Square Sole “a 


WALL STREET 


AAAA to E 





014 Black Imported Calf. 
013 Tan Imported Calf. 
$014 Black Calf, Arch Support Insole. 


WALL STREET 
AAA to B 





098 Tan Imported Calf, Round Sole Edge, Cork Box, 
099 Black Imported Calf, Round Sole Edge, Cork Box. 


WALL STREET 
AAA to E 









037 Tan Imported Calf Cork Box. 
038 Black Imported Calf Cork Box. 


LA SALLE 
A to B 





091 Tan Imported Calf Cork Box. 
097 Black Imported Calf Cork Box. 


THE 


/VALUE 


. OF THIS 


‘EXTRA 


NAME 


IS 
EXTRA 
HELP 


SELLING 
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IN EFFECT. a famous.name on 
a-shoe says ‘to customers: 
“Here—this shoe has quality, 
It gives value. This name 

guarantees it.” 


You stock these shoes because 
their good name inspires confi- 
dence in the buyer and becomes 
a powerful selling force for you. 


So far, so good. But you can do 
more. For exacily the same reasons 
you can get extra selling help by 
adding ANOTHER famous name — 
GOODYEAR, GREATEST NAME IN RUBBER — 
by adding Goodyear Wingfoot 
Heels to the shoes you sell. 


Most people prefer rubber heels. 
They give greater walking com- 
fort and longer wear. And— more 
people, millions more, walk on 
Goodyear Wingfoot Heels than on 
any other kind. 


It will pay you to see that you get 
these heels on the shoes you order. 
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TUNE IN: 
Goodyear invites you to hear 
John Philip Sousa and his Band 
- - « Arthur Pryor and his Band 
«+ Goodyear Quartet and 
Concert-Dance Orchestra— 
every Wednesday and Saturday 
night, over N. B. C. Red Network, 
WEAF and Associated Stations 
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Copyright 1982, by The Goodyear Tire & Rubber Co., Inc. 















The Leading 1932 
Line for Quality 
Style and PRICE 


the Colt Quality“ 


for Men, Women and Children 





LOOK FOR THIS TRADE MARK ON EVERY PAIR 


We are of the opinion that in 1932 your customers will 
demand quality merchandise at low prices. With this in 
mind this line has been constructed and will meet the de- 
mand of quality, style, fit and workmanship, yet is priced 


extremely low. 


It will more than pay you to inspect these shoes and see for 
yourself what unusual values are presented in the Colt line. 


The Line is Complete 


from Basket Ball shoes to the popular Gym and Tennis 
sneakers in attractive color combinations for all sports use. 


Don’t fail to 


Write TODAY for Catalog BS 


COLT-CROMWELL CO., Inc. 


ESTABLISHED 1899 


1239 Broadway, New York City 
911 S. Los Angeles St., Los Angeles, Calif. 
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New Spring Song—‘Shoes in Every- 
thing” 


“We see in sport shoes for a man,” 
says George B. Hess of Baltimore, “a 
prea of creating a definite seasonal 
change in accepted footwear, similar to 
the old high shoe, low shoe, which IN THIS ISSU E 
meant so much to the men’s shoe busi- 
ness. It is for that reason that as soon 
as the warm spring sun makes its ap- 
pearance, we prepare our special de- 
partment for sport shoe customers. We 


Voice of the Trade................... Observations and Comment.......... 1 


will be ready as soon as the grass gets Outlook for 1932 ................2005- Manufacturers’ Opinions ............ 14 
green.” 
So in this issue we will start singing | Lucky Shoes Stepping Into New Year. .... NSRA. Convention. .-.-<.-<s0<9s 16 
the spring song—“You’re My Every- 
thing—Shoes for Sport, in Spring.” | Back to First Principles................ N.S. R. A. Convention Report........ 18 
Shoes and “everything” to interest a 
merchant ahead of the season = the Build Slowly but Build More Soundly..... Gin Arh: Ceutitidies vs cc cece esceen 21 
possibilities of profit and service in- 
season for we hope with this issue to oe 
tell the merchant to “Plan your sales The Editor’s Outlook .................. By Arthur D. Anderson............-. 22 
before you buy your merchandise.” In- , ’ 
dustry has a great opportunity to do a Make Em See Stars Dieceae dwace vuaeg ecece Sales Promotion PO eee Cee Ye 24 
collective job in opening the sport shoe . 
season early in ’32. Two Runway Shows at Boston........... Jantanglls 2 aidtlgsc. 2: cevececes 28 
Shoes for the job—with emphasis on 
soles for safety. Would you believe it, | Winning a Profit..................++:. With Window Displays............-- 40 
hinge-bottomed wood sandals are the ; 
very latest styles for coke-oven and | shoe News .............00c0c0e0e00e About People and the Trade......... 45 


hot-bottomed wear. When they put as- 
bestos inner-linings in men’s shoes, 1 
workers can jump from extreme hot to 
extreme cold with alacrity. 
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RUBBER FOOTWEAR 
WOOLEN FOOTWEAR 
SPORT SHOES 
WORK SHOES 


CABLE ADDRESS 
“MISHWOOLEN" 
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MISHAWAKA RUBBER & WOOLEN MEG.CO. 
BALL BAND 





MISHAWAKA, INDIANA 


January 1932 


TO THE TRADE: 


We believe that BALL-BAND can help to make many a retail 
business more satisfactory and more profitable in 1932. 


During the past thirty-four years BALL-BAND has been the 
leader in Quality in rubber footwear-—-now it is also acknowl- 
edged to be the leader in Style. In 1931 the Indiana Satin- 
Finish Galoshes and Rubbers for women were "the hit of the season" 
—-there are many more numbers in the Satin-Finish this year, and 
our salesman has some most interesting news about then. 


Our fast-growing line of Canvas Sport Shoes now offers 
a much wider range than last season--—for example, there are 
thirty different numbers of colorful Beach Sandals. The Leather 
Shoe Line has been enlarged and improved and given more "eye- 
appeal." These Canvas and Leather lines contain many special 
and exclusive numbers—-if our salesman does not call early 
enough, write us, So we can arrange to take care of your re- 


quirements. 


The 1932 line contains many NEW and ATTRACTIVE numbers-—- 
profit-makers that will find a welcome in your store. Now, more 
than ever, is the time to feature and recommend goods that have 
a high reputation and unquestioned standing with the consumer—— 
in the long run, goods that repeat year after year are the most 
profitable for the merchant. 


One of our salesmen will soon be on his way to show the 
"STYLE and QUALITY" line for 1932. (Yes, there is a NEW Galosh. ) 
It will be worth while to reserve your future order until you have 
seen the BALL-BAND samples. 

New dealers will be added to our list this year-—-if 
you are interested, we suggest you write us, so early arrangements 
can be made for one of our representatives to call. 

SEE THE SAMPLES--THEN DECIDE. 
Very truly yours, 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 


“NEW DAY STYLES—OLD TIME QUALITY ” 


ESTABLISHED 1868, MANUFACTURERS OF WOOLEN FOOTWEAR SINCE 1887; RUBBER FOOTWEAR SINCE 1898 
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The VOICE of the TRADE 


Arthur Brisbane, Hearst 


Newspapers: “The retailer’s prob- 
lem is the problem of every person 
in the United States, for the great 
problem of today is employment, 
and the number of workers enter- 
ing the back door of the factory or 
mill depends on the number of buy- 
ers that enter the front door of the 





retail store. If there is congestion 
at the retail outlet, there will be lack 
of employment at the factory and 
the mill. Unless you have free 
inovement of merchandise, normal 
huying, you can’t expect the prob- 
lem of unemployment to be solved, 
and it will not be solved. 

“It is all very well for a gen- 
crous man or woman to join a 
committee for relief of the unem- 
ployed. It would be better for that 
person to take unemployed money 
and put it to work. 

“The problem of retailing is a 
problem of distribution. 

“Salesmen. now, and always, 
should look optimistic. Retail 
salesmanship is a most valuable 
part of education. Everything is 
learned by experience. The clerk 
at the counter meets hundreds of 
people in a week. Contact, tactful 
study of their wants, is the best 
training possible. 

“Any young man or woman en- 
gaged in retail salesmanship has 
an invaluable opportunity for 
studying human beings. 


Boot AND SHOB RECORDER 


“ “Know thyself,’ was the Greek 
motto. 
“Know your customers,’ should 
be the salesman’s motto.” 
x * * 


i Slater of 


Fifth Avenue, in twenty words, no 
more, no less, heralds: 

“As we sally forth into the 
unknown of nineteen thirty-two, 
there comes a quickening of the 
pulse—adventure awaits.” 

e #5 


Harry Acton, 
who writes “On the Gangplank,” 
tells: 

“The most tragic story recently 
concerns the young lady who 
bought a new pair of shoes for a 
week-end cruise in the Maure- 


“tania and then had to sit on the 


sidelines during the dancing be- 
cause they squeaked. The trip was 
a complete bust for her.” 


NOT TRAGIC, — 
BUT FUNNY, 

= WHY DON’? 

LY, THEY SELL 
SHOES ON 


) THE 
MAURE TANIA 


Make no mistake, the week-end 
cruises are a form of mid-winter 
vacation combining fashion and 
economy and bid fair to be a per- 
manent feature. 

x * * 


4, shoe 
outlook for the New Year shows 
a reduction in stock on hand on 
retailers’ shelves the country over. 
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The Rubber Division of the De- 
partment of Commerce has made 
a sample survey of dealers’ stocks 
of tennis shoes. Reports received 
from the 18,289 dealers, covering 
the entire country, show total 
stocks of canvas rubber-soled shoes 
as of November, 1931, as $2,586,- 
381, an average of 141.4 pairs per 
dealer—which is a reduction of 
6.2 pairs per dealer from the av- 
erage of 147.6 on Nov. 1, 1930. 
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Growing importance of low- 
priced tennis shoes was noted in 
the average dealer’s stock in 1931 
as compared with 1930. For in- 
stance, the average dealer on Nov. 
1, 1931, in the United States had 
stocks of 141 tennis shoes and the 
percentage of total stocks in the 
price range “Up to 75c.,” was 48.3 
which works out to 68 pairs. The 
tendency of the average dealer to 
have more stocks of low-priced 
shoes than formerly is believed to 
be more the result of reduced 
prices than of any reduction in 
quality of product. 


* * * 


FRacerd single sale 
at retail for 1931. A well-known 
New York society woman who is 
going to Reno for her third di- 
vorce and who evidently believes 
in dressing the part has ordered 
from a prominent shoe house 





(name deleted by request) exactly 
78 pairs of opera pumps, the bill 
totaling around $2,100. The ma- 
terials include everything on the 
map, even patent leather in blue, 
red, green and orchid. Each shoe 
carries a bow of the same material 
as the shoe, with an accent color 
to match a particular gown. 

And here’s the pay-off. Al- 
though the woman’s credit is A-1, 
she left a $500 deposit with the 


order. 
* * * 


F. H. Hale, 
president and general manager of 
Hale Shoe Co., Inc., of Manila, 
Philippine Islands, sends greetings 
to the American industry. His let- 
ter illustrates a Filipino harrow- 
ing his field of rice with a water 
buffalo as motive power. The 
thatched hut and barnyard fowl in 
the background give more local 
color. Mr. Hale is known to shoe 
men the United States over and 
we transmit “his earnest good-will 
all in the fellowship of shoes.” 

* * * 


Spat time the world over. 
The correspondent in the Shoe and 
Leather News in London voiced 
his amazement in the fact that 
there is a good market for spats 
in China. 





“It is quite the proper order of 
things that China should continue 
to be a land of surprises, and those 
who have visited China, or have 
known Chinamen who have adopt- 
ed Western ways, know that they 
have a well-developed sense of the 
‘natty’ in dress. Despite recurring 
rumors of its demise, the spat 
seems to be an everlasting and 
ubiquitious article of attire. It has 
an air. Even the natives of some 
parts of tropical Africa like to 
wear spats on ceremonal occasions. 
True, they wear them over bare, 
and sometimes ugly feet, but that 
is a detail which may well be ig- 
nored.” 





WHO’S NEWS NOW? 


N. C. Evans 
of 
Natural Bridge Shoe- 
makers, 
Lynchburg, Va. 





“Natural Bridge Shoemakers finished 1931 
with a very substantial gain in volume over 
1930, both in dollars and in pairs. The last 
six months showed a real increase over the 
first six months in spite of adverse general 
conditions. 

“This experience of course encourages me 
in my belief that we are fundamentally 


sound in our refusal to be stampeded into’ 


a lower price field. | feel that $5.00 and 
$6.00 are the big middle-of-the-road prices 
in the utility shoe field. We recognize, 
however, that the public expect and are 
entitled to better shoes at these prices than 
they were six months and a year ago. These 
increased values we are giving them. 

“We also recognize the dealer's need for 
a safer margin of profit. This we are giv- 
ing him in our new ‘across the board prices.’ 

“Our slogan for 1932 to our dealers is 
‘Better shoes for your customers and more 


so” 


profit for you’. 





Selling an extra pair 
of laces, and the extra pair of a 
different style and color from the 
pair in the shoes, is one of the new 
ideas for 1932. A pair of white 
shoes is an all white style when 
laced with a white lace, and, when 
laced with a black lace, is a black 
and white style. 


* * * 


W. A. Tomes, 


manager of the Hanan & Son 
store in Milwaukee, Wis., says: 

“The best sign that the year 
1932 will show progress towards 
better times is the fact that we 
have at least ceased to think of 
prosperity as ‘just around the cor- 
ner.” We no longer believe our 
present condition is just a state 
of mind but are faced with reality 
and know that we must put our 
shoulders to the wheel and all 
push together. 

“We have changed from volume 
crazy to profit minded. ‘Beat last 





year’s figures’ is no longer the 
slogan but in its place is the honest 
and sensible conviction that a more 
profitable business can many times 
be done on less volume. No one 
establishment can have all the 
business. 

“The years 1930 and 1931 have 
taught us much. What we have 
learned plus good old-fashioned 
elbow grease should make 1932 the 
turning point to better times.” 


* * * 


-. ” 4 
om” Anderson, genial 
and versatile secretary of the New 
England Shoe & Leather Associa- 
tion, is digging into history during 
spare moments, few and far be- 
tween these days, looking for a 
theme for the Washington bi-cen- 
tennial celebration that the Boston 
Boot and Shoe Club will start with 
a dinner in Boston Feb. 17, or just 
before Washington’s birthday. 
This Washington celebration will 
come on the program of the club 
next after the meeting of Jan. 20, 
when reports from the convention 
and markets will be heard. 





Already has “Tom” discovered 
that George Washington was 
mighty particular about foot pol- 
ish. For instance, on one occasion, 
of pomp and ceremony, Washing- 
ton reprimanded a groom because 
the hooves of his horse were not 
shined sufficiently black and 
bright. 


* *« * 


Earl C. Sams, 


president of the J. C. Penney Co., 
and who has partners in 1454 
stores, says: “Certainly we must 
find in the new year certain defi- 
nite improvements. We have gone 
through two years of depressed 
business. Out of this experience 
has come the realization that we 
must accept things as they are and 
build, not on a foundation of high 
hopes, but on one of basic facts 
as they exist at present.” 
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Ward Melville, 
president of the Melville Shoe 
Corporation, has the following 
outlook for the new shoe year 
ahead: “I expect the new year to 
witness very definite improvements 
in business based upon our experi- 
ence of the past two years ; based, 
that is, upon hard facts, not hopes. 
Concerns which have long since rid 
themselves of superfluous, expen- 
sive functions, and, figuratively, 
tightened their belts for leaner, 
harder-to-get business, will win 
patronage in 1932 in direct ratio 
to the sincerity and effort they ex- 
pend in selling goods at the lowest 
possible profitable price.” 


* * * 


Detroit merchants 
at the convention confirm, while 
not officially, the fact that the Ford 
Motor Company is discontinuing 
the manufacture of its four-cylin- 
der automobiles and is rushing op- 
erations on the new eight, for pos- 
sible presentation by Feb. 1. 





dramatic decision to 


Ford’s 
abandon the four-cylinder passen- 
ger car model is the talk of the 
town, for new work means new 


wages and coincidentally new 
money for new shoes. It is said 
that Ford’s original plans were 
changed overnight and that an- 
nouncement of the new line will 
stimulate interest the motor world 


over. 
* * * 


The New York Hide Exchange 
Teports : 

“The hide and leather industry, 
Statistically, is in a very satisfac- 
tory condition. Consumption of 
leather, on the basis of ten 
months’ figures now available, re- 
flects a slight gain over the corre- 
sponding period in 1930 and, con- 
sistent with this, the shoe produc- 
tion also ran somewhat ahead of 
the previous year’s output. Tan- 
ning operations were kept on a 
very conservative basis, deliveries 
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of the finished product exceeding 
production, which resulted in a 
most satisfactory reduction of 
stocks of finished leather on hand. 

“The hide market early in the 
year moved ahead quite sharply, 
but due to the adverse develop- 
ments outside the trade and the 
pronounced financial confusion, 
prices again sagged and at the 
close of the year are practically at 
the lowest point witnessed this 
century. 

“The statistical position of raw 
hides is also favorable. Due to 
the decline in the consumption of 
meat all over the world, the pro- 
duction of hides dropped very 
sharply, with the result that today 
hides have not accumulated to any 
extent in any of the principal mar- 
kets, and it is reasonable to expect 
that any turn for the better would 
be very quickly reflected in this 


commodity.” 
* * * 
Malte Page 


visited Monsieur Hellstern, the 
well-known bootier of the Place 
Vendome to get confirmation of 
the trend toward bronze kid. “ ‘I 
need say nothing,’ he told me; ‘you 
have only to look at my display.’ 
And, lo and behold! I saw a win- 
dow entirely of brown shoes. 
Among them, however, was a 
bronze kid shoe of which media 
Monsieur Hellstern informed me 
there was to be a renewed vogue in 
the early days of spring. Probably 
due to the fact that the manequins 





of both Patou and Mirande wore 
bronze kid shoes at their last open- 
ings.” 


* * * 


LididerSomeeeny 
Ogden L. Mills, contrasts the bur- 
dens the people of the United 
States are asked to assume in the 
tax increase program with the tax 
burdens of Europe: 

“After a hard-boiled treasury 
has done its worst,” he said, ‘and 
when you gloomily view the ap- 
proach of the Ides of March, I 
suggest that you place these fig- 
ures on your desk as you make 
out your income tax return: 

“A married man with one de- 
pendent, and with an income of 
$5,000, will pay, under our treas- 
ury’s proposal, $31.50 in taxes; a 
man similarly situated in Great 
Britain pays, under Mr. Snow- 
den’s latest budget proposals, 
$650. 

“A man with an income of 
$10,000 pays $153 in the United 
States and $1,800 in Great Britain. 
One with $100,000 pays $22,030 
in the United States and $48,000 
in Great Britain. 

“We would grant an exemption 
of $1,500 for a single man, $2,500 
for a married man and $00 for 
each dependent. Great Britain’s 
exemptions are as follows: For a 
single man, $485; for a married 
man, $730; for the first dependent 
child, $245, and for each other 
child, $195.” 
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“Them new heels made a new woman outa me, Virgie!” 


















l, this major family of shoes, 
the big brother to the shoe merchant is the manufac- 
turer of the product. These men have opinions as to 
the possible path of business during the coming year. 
They voice them in the following statements. Every 
shoe has back of it an inter-dependence of effort from 
the source of supplies to the ultimate sale at the fit- 
ting stool. The manufacturer, in assembling the ma- 
terials and fashioning the shoe must naturally have a 
broad insight as to the place and purpose of good 
shoes in the year to come. 

Here’s what they say: 


Geo. W. Johnson, Endicott Johnson Corpora- 
tion, Endicott, N. Y.:— 


“Tt was predicted in many channels the year: of 
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1931 would be extremely difficult for business gener- 
ally. I believe this has been true. However, there 
are some exceptions. Many manufacturers producing 
good products at low prices have had very fair busi- 
ness from the standpoint of volume. 

“This has been true with our company. We look 
forward with confidence that 1932 will prove quite as 
good a year with respect to the volume of business. 
We have a large line of new samples, at most attrac- 
tive prices; and we are satisfied we have every reason 
to feel optimistic for a splendid business during the 
coming year.” 


ae =. Cook, A. E. Nettleton Co., Syracuse, 


“Entering the new year two results of the expe- 
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THE 
OUTLOOK 
FOR 
1932 


Safe, Sane and Profitable Business 


Is Seen by Shoe Manufacturers 
in This New Year 


rience of the past year stand out as having the great- 
est bearing upon our plans and policies for 1932. 
“First, our dealers and others who have in the past 
enjoyed a quality business with the prestige and profit 
that have resulted, have been victims of the fear of 
price and succumbed to the ruthless, chaotic scramble 
to get into the lower price field, and no matter how 
low the price or fierce the competition, have sacrificed 
not only profits but the standing in their community 
which it has taken years of patient, determined effort 
to build, that of selling honest merchandise at fair 
prices. The result has been that the consumer of bet- 
ter shoes has been in a fog and, more often than not, 
has been tempted against his own better judgment to 
try something that through innuendo and misleading 
advertising, and exploitation, has been sold him be- 
cause it’s cheap. Yes, it has been a bad year for 
many, in fine shoes, both manufacturers and dealers. 
“Our experience, however, has been diametrically 
opposite in both fields and we want you, in all fair- 
ness, to have the benefit of it, as you make your plans 
for 1932. 
‘ “With eight less of our own stores than in 1930 
our sales in dollars will be between 10 and 11 per 
cent smaller in 1931 and, as this is being written, 
there is every indication that our sales in dollars will 
be greater in December this year than in December, 
1930. 
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“As you know, we have refused to lower prices, 
except during sale periods, and we are happy in the 
thought that our policy has been vindicated and found 
to be correct as demonstrated by the above showing. 
Materials have been bought to somewhat better ad- 
vantage than during the previous year, but not to a 
degree sufficient to offset the greater overhead and 
cost of doing business due to smaller volume. We 
pride ourselves upon being at least as resourceful as 
our competitors ; it would have been no unsurmount- 
able task for us to have lowered quality as many of our 
competitors have done to meet a price, but we have 
stood adamant and our shoes remain today as they 
always have and will—the finest in their grades that it 
is possible to make. 

“Second: Fine shoes can be made to last longer in 
times of depression than would be expected or de- 
sired in normal or inflated periods when they have 
been replaced more frequently, and extra pairs have 
been a matter of course to men of means, logical and 
experienced Nettleton wearers. 

“Our product during the year 1931 has been sub- 
jected to longer wear. Fewer extra pairs have been 





Wages Come from Work 


bought, but the experience has shown beyond cavil or 
question the soundness of practicing ‘Economy 
through Quality.’ 

“From our first premise we draw the inference 
that the public has been fed up, as it were, on cheap 
merchandise ; its experience where it has been induced 
to buy has been disappointing ; it is chagrined and will- 
ingly admits it has been misled by false claims, lack 
of truth, and of insincerity, in advertising. 

“Our conclusion from the second situation outlined 
above, is that even fine shoes will not last forever. 
Old and new customers for quality shoes will come 
into the market much more actively during 1932.” 


Chas. Ault, Ault-Williamson Shoe Company, 
Auburn, Me.:— 


“We have heard too much of ‘internationalism’ 
[TURN TO PAGE 34, PLEASE] 
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Lucky Shoes Stepping Into a 


A Convention Full of Mental Heat and an 
By ARTHUR D. ANDERSON 


Never has there been 


such resourcefulness in footwear. Things which 
would have been impossible a year ago have been done 
in all grades of footwear. Lucky public, just as the 
Eugenie hat made its bow in 1931, so will new shoes 
click cash registers in 1932. Hat manufacturers are 
tearing their hair for a new idea to capture customer 
dollars, but without avail. A new thrill is coming in 
shoes. Decided style changes for a Spring and Sum- 
mer season made it necessary for merchants to shop 
fast and furiously. 

Retail stocks are low, as evidenced by orders for 
earliest possible delivery. This indicates that new 
goods are wanted. We've laboriously contacted a ma- 
jority of the three hundred exhibitors and have dis- 
covered some remarkable truths. This show beats 
the record in total sales set at the Detroit convention. 
This show was a lucky break, for it came as a follow- 
up of eight weeks’ stock starvation. December clear- 
ances mopped up current styles. What is left over are 
the hangovers of many years which might well be 
dumped. Honest inventories were taken. The mer- 
chant knows that only through new goods can he get 
new money. A runaway market would have occurred 
but for one thing—credits. Some manufacturers 
could have doubled orders twice over but for 
the busted banks dotting the country. 

These manufacturers said that they had confi- 
dence in the merchants and 
the continuity of the stores, 
but orders would have to be 
taken at such long credits 
that they could not in safety 
consider them. 

New selling tools were in 
evidence, such as_ rating 
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New Year Full of Promise 


Exposition That Will Develop Factory Heat 


ao & & 


books and credit men, unknown to 
previous conventions. 

The picture we have painted above 
is a true picture in spite of the cloud 
of depression covering other indus- 
tries. Three hundred manufacturers 
were showing shoes that in the ma- 
jority of cases were so favorably 
priced that retailers instantly saw pos- 
sibilities of profit in beautiful shoes 
at these prices. What helped to de- 
velop this appreciation of resourceful 
shoemaking was the Monday session 
on turnover when some said, “This is 
a mark-up year.” That phrase was 
used again on Tuesday and Wednes- 
day, together with the slogans, “Profit- 
ize Your Business” and “The Purpose 
of Business is Profit.” These put the 
merchant in the mood for values that 
would permit adequate mark-up and 
turnover. 

This was a serious convention, make 
no mistake about it. Shoes were 
bought with the pencil point test. Or- 
ders were short and sweet. There was 
little room for duplication of lasts, 
patterns and materials and some mer- 




























Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Jan. 9, 1932 


chants even went to the extent of drawing sketches 
on the duplicate order pad to make sure to buy a pat- 
tern or material in the same field elsewhere. The spe- 
cialty houses were more favored with orders, where, 
in the fashion field, the first style blooms were to be 
found. There may be a later harvest for general 
and in-stock houses. Window shoes were wanted on 
special rush order, to get the first testing of the pub- 
lic’s Spring acceptance. Some of the higher priced 
lines were starved for orders, but in the popular and 
low priced field the real buying activity was to be 
found. 

Never at any previous convention has buying seri- 
ousness and business energy prevailed as at this meet- 
ing. The frothy, showy and spectacular displays 
throughout the sample rooms of the past were re- 
placed this year with simple but business-like exhibits 
where shoes, quality and their function in a mer- 
chant’s store were number one business. 

Merchants, intense in determining their best buys, 
were on the job early and worked late with manufac- 
turers, realizing, as one retail merchant put it, that 
“this is the last guess.” 

Never has the thorough analyzation of patterns, 
construction and salability of shoes received as much 
attention as during this show. The “whoopee” was 
conspicuous by its absence. No late corridor con- 
claves or general get-togethers in sample rooms for 
fun and frolic were in evidence. Even those manu- 
facturers who in the past were outstanding for their 
social generosity, at this show concentrated solely on 
shoes and how a merchant could make a profit with 
proper merchandising. The competition during 
1932, keen as it will be, demanded the full interest of 
[TURN TO PAGE 59, PLEASE] 
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BACK TO FIRST PRINCIPLES 


N. S. R. A. Convention at Chicago, casts off non-essentials and goes 
back to discussion of fundamentals of business to help retailers make a 
profit in 1932—Turnover and merchandising principal topics in open 
forum sessions. 


F the maturity of its 
21st birthday, the National Shoe Retailers Association 
went back to first principles. Convention was the im- 
portant thing. Such tendencies have not been expe- 
rienced in years. Business meetings were business 
first. Here’s the story in tabloid of the early meet- 
ings. Some of the battle subjects are worthy of more 
extended presentation and will appear in future is- 
sues. The convention proper began on Monday noon. 

A full measure of latent American optimism was 
present when Chairman John O’Connor called the first 
session to order. The hall was filled with merchants, 
all eager to hear the messages which the speakers had 
to offer. 

Mayor Cermak, in a short, vigorous talk, described 
Chicago’s reorganization program and extended an in- 
vitation to the National Shoe Retailers Convention to 
return to Chicago again in 1933—the World’s Fair 
Year. 

Senator Lewis, better known as “Jim Ham” Lewis, 
struck a responsive chord in his audience when he 
predicted a definite and decided upturn in business 
during the coming year. He sounded the keynote of 
his entire speech when he named 1932 as “The New 
Year in Business,” and promised a “coming carnival 
of trade and a procession of sure prosperity, which 
has been consigned to the United States and is well 
on its way to delivery.” 

In support of his optimistic prediction, the Senator 
pointed out that three years ago the United States was 
a debtor nation and that now, in 1932, for the first 
time in the 156 years of its existence, it is a creditor 
nation to the extent of $20,000,000,000. This factor 
will assert itself as soon as the international strife in 
Europe, South and Central America and the Far East 
clears up, he declared. He also promised that a com- 
promise measure would be introduced in Congress next 
week which will provide for a system of national credit 
extension. 

A few minutes of the noonday session was set aside 
to pay tribute to Andrew C. McGowin, deceased Pres- 
ident Emeritus of the N. S. R. A.; John C. McKeon, 
former president of the manufacturers’ association, 
and Mrs. A. H. Geuting, wife of President Geuting, 
all of whom died during the past year. Special resolu- 
tions were adopted and after the reading of each one, 
the assembly rose and with bowed heads paid silent 
respect to their memories. 
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Then followed the address of the President of the 
N. S. R. A., printed elsewhere in this issue. At the 
conclusion of the session one group of merchants went 
into Round Table discussion of the subject of turn- 
over, and another group into an Advertising Forum. 
The turnover session was of such importance that we 
give most of it in full, in this issue. 


TURNOVER 


The first Round Table Conference was the keynoter 
of the year ahead. The outstanding topic of the con- 
vention was “Turnover—What it Is and How to Get 
It.” A new basis for turnover was debated because 
of the relation of mark-up to turnover. 

CHAIRMAN MITTELMAN: With reference to turn- 
over and merchandising, there is one very important 
matter which should be considered and that is the 
source of your supply. Unless you are definite in your 
set-up with certain manufacturers for your require- 
ments, knowing thcir lasts, patterns and factory set- 
up as a whole, you cannot possibly consider turnover 
if you do not concentrate and specialize with certain 
definite factories. 

In other words, it is very hard to say when you are 
out buying shoes or any other commodity (at random) 
that you get the same sort of a turnover as you would 
by confining your purchases to people you know and 
with whom you have done business in the past. 

For example, if you buy at random you are bound 
to get certain lasts that you are not familiar with and 
that for some reason or other will not move as rapidly 
as lasts that you know and believed these would take 
the place of. 

Though a material may be a wanted material, if your 
lasts are not right it will reflect against your turn- 
over. If you have changed your retail price from a 
price that you are accustomed to and have puchased a 
lower grade of merchandise attracting an entirely dif- 
ferent clientele, this too will reflect on your turnover 
because you will first have to learn what this new 
range has done to your store, whether it has held your 
customers or whether it has attracted a new clientele. 

Up to 1930, with trade being active, naturally you 
were able to get a much better turnover. With condi- 
tions the way they are today your turnover perhaps is 
less by one-third and surely at least 25 per cent. 
Therefore, it is necessary that you analyze your stock 
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First directors’ meeting of the new year of any corp oration in the trade was fortuitously for cooperation 
in N. S. R. A. From left to right, standing: James H. Stone, M. A. Mittleman, R. B. Nay, Joe Mullen, 


Elwyn Pond, Paul O. Kuehn, L. F. Tuffly, Reuben Metz, John O’Connor, John Slater, President A. H. 


Geuting and F. E. Foster. 


(Back row) Jesse Adler, Will Knight and Reuben Stiefel. 


Seated: Harry 


Fontius, Roy E. Stevens, Chas. E. Williams, Harry C. McLaughlin, Lee Langston and J. C. Fedler. 


on hand and your new requirements with entirely dif- 
ferent ideas. 

Most merchants have or are liquidating their stocks 
and are very careful in their selection of merchandise 
for the coming season not to buy any duplications be- 
cause with conditions as they are your chance of dis- 
posing of mistakes is very much less than it has been 
heretofore. So if you have definitely decided what re- 
tail price or prices you are establishing for the com- 
ing season and if you will try and merchandise each 
group separately, allowing yourself both in pairs and 
in dollars and cents a certain given number and 
amount based on pairs sold and business done as a 
barometer as of 1930, you will find that you are get- 
ting a far better turnover because 1930 should be a 
good barometer for you. 

If you will maintain quality, stick to the factories 
who have helped you build your business, on lasts 
which you have become familiar with, and shoes which 
have been satisfactory to your customers, you will 
find that before many months you will have licked 
your problem—more so than if you ducked for cover 
by substituting cheap merchandise because of price 
appeal by your customers. 

What I am trying to get home is the idea that so 
many of us will go out and buy merchandise we know 
nothing about by virtue of price appeal, and we have 
first got to learn something about this merchandise 
we are buying—whether it is going to fill the gap we 
are opening by letting loose of what we now have; 
whether it is really going to take the place of what we 
have done in the past or whether we can really attract 
the same clientele. We may attract an entirely new 
clientele and permit someone with more nerve and 
better foresight to take our customers that we are 
actually turning out of our stores by not having what 
they want. 
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Mr. Locan: In order to get turnover, you must 
first know how to figure your turnover. Then you 
must figure the relation of turnover to profit. Then, 
can you get a better turnover by keeping a short range 
of prices or a longer range? Can you satisfy your 
trade better? How long a range of prices do you 
need to satisfy the particular clientele to which you 
are appealing? Then, in that price range, whether it 
be long or short, there are certain prices that sell bet- 
ter. If you are selling shoes from $5 to $10, there is 
some place in between the $5 and the $10 where you 
are getting the bulk of your business. Do your fig- 
ures in your store show what that price is and are you 
concentrating on styles, sizes, etc., within that particu- 
lar spot, within your price range, so that you are 
not losing sales there? 

Next is a question that I’m in doubt as to how far 
we should go. That is, Is it better, can you get more 
turnover by using your own name on your shoes or 
using the manufacturer’s name? 

We have figured out two bases of turnover here— 
one on the dollar basis and the other in pairs. If you 
are figuring on the basis of dollars, do you figure cost 
against cost, retail against retail or how many are 
using the sold method of figuring cost against retail ? 

In other words, if you have an average stock of 
fifty thousand dollars and you do two hundred thou- 
sand dollars’ worth of business, what is your rate of 
turnover ? 

CHAIRMAN MITTELMAN: Four times turn on a 
retail basis. The retail is the only proper way to fig- 
ure it. Expenses and everything else are based on 
retail and you must figure it on retail. 

There are certain peak times when your stock is 
bigger than it is other times. How many figure the 
average monthly valuation of your stock? How many 
[TURN TO PAGE 32, PLEASE] 





N. S. R. A. OFFICIAL FAMILY FOR 1932 


CHICAGO—At the closing session of the 
N. S. R. A. convention here, the following 
officers were elected for the year, 1932: 
President—A. H. Geuting, Philadelphia, 
Pa. 
First Vice-President — Will A. Knight, 
Portland, Ore. 
Second Vice-President—Jesse Adler, New 
York. 
Third Vice-President—Harry C. McLaugh- 
lin, Cincinnati, O. 
Secretary-Treasurer—Reuben Metz, Chi- 
cago, Ill. 








figure it on inventory periods, whether that be once a 
year or twice a year? 

CHAIRMAN MITTELMAN: My recommendation on 
that is that you eliminate January and July as a base 
figure, leaving you ten months to get an average for 
your stock. On that basis you will always find your- 
self a good average. 

Divide total sales volume by number of turnovers 
desired. Example: One hundred thousand volume. 
To get four turnovers, divide by four. Answer: 
Twenty-five thousand. Meaning: Base stock should 
be twenty-five thousand at retail. 

From this point on stock should rotate like a hub by 
either placing merchandise sold or placing orders in 
dollars and cents which value equal to anticipated 
sales for the period we are covering. The amount to 
be less the average mark-down. 

Example: Place order for merchandise to replace 
five thousand anticipated sales in January, assuming 
mark-up to be 40 per cent. We buy 60 per cent of 
five thousand, which is only natural. In other words, 
if you are going to buy a certain amount of merchan- 
dise, deduct 40 per cent (if that is your mark-up) and 
then you won’t over-buy. It is very easy to figure it 
in round figures and you will always have control of 
either pairs or dollars and cents, depending on how 
you merchandise. 

Mr. Apter: Do you believe it is better to figure 
your turnover on dollars and cents or on pairs? 

CHAIRMAN MitTTELMAN: I believe it is better to 
figure on pairs if you are so situated that you can 
control it. 

Mr. Apter: In a general line store, if the mer- 
chant divides his children’s shoes and his men’s shoes 
and his women’s shoes into three separate groups and 
then figures the turnover in pairs on each group, 
isn’t that much more simple for him to do than to 
take the total dollar value and then take sixty per 
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cent of that and say, “I can buy so much,” and then 
he must figure out, “What can I allocate to children’s 
shoes and to misses’ shoes and women’s shoes and 
men’s shoes ?” 

By figuring on pairs he doesn’t take the chance of 
getting mixed up and confused on his selling price 
and his cost price. 

CHAIRMAN MITTELMAN: We just discussed that, 
concluding that the proper way to figure is the retail 
price. The trouble with a lot of shoe merchants is 
that they are not set up on a pair basis. They all 
figure from a dollar-and-cents point of view. Take 
the department store, for example. In my day we 
never talked of pairs. I did, but the merchandising 
office never did. They talked of dollars and cents, 
and dollars and cents. 

But I agree with you a hundred per cent because 
that is the way we do it. 

Mr. Apter: I can give you a little formula that 
a successful chain store retailer of women’s shoes 
gave me some years ago. He said if he sold three 
hundred pairs of shoes per week in women’s shoes, 
he would not have a stock over ten times that amount. 
His stock must be three thousand pairs. If he sold 
two hundred and seventy pairs, he would see that his 
stock was down to twenty-seven hundred pairs—ten 
times two hundred and seventy—before he would buy 
any more. 

If he sold three hundred and his stock was twenty- 
seven hundred pairs, he would immediately order 
three hundred pairs. 

In other words, he always wanted ten weeks’ sales 
of shoes on hand. That would mean ten weeks, and 
fifty-two weeks a year would give him five times 
turnover. But cases of slow sellers and shoes he'd 
need that he wouldn’t figure on would bring that to 
about three and a half times turnover. 

CHAIRMAN MITTELMAN: There is just one more 
thing I want to call to the attention of this meeting 
which I have jotted down. 

A more simple method is to merchandise in pairs 
and let dollars and cents adjust themselves, but at 
this particular time when prices are considerably lower 
than in the past and maintaining unit sales means 
around twenty per cent dollars-and-cents decrease in 
sales, we would have to adjust our pairs to our 
dollars-and-cents purchasing power based on present 
dollar sales volume. 

Moreover, since our operating cost percentage is 
based on dollar volume, we may as well use the same 
yardstick for measuring ratio of sales to stock or 
turnover. 

In other words, a lot of you fellows who have not 
figured your business on a pair basis, don’t be misled 
by trying to take your volume of business already 
done in the past and dividing it by pairs and using 

[TURN TO PAGE 32, PLEASE] 
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(Excerpts from address at the Chicago Convention) 
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ast year | endeavored to 
analyze distribution for you under proper classifica- 
tions. I emphasized the master shoe store and its 
functions. I explained the chain store idea and its 
functioning and classified the bargain shoe stores, 
which distribute the mistakes of the industry. 

“T have tried to show you that these various ideas 
of distribution in no way compete with one another, 
any more than a surgeon competes with a general 
practitioner. I explained to you how the world’s 
progress is made by specialization, that every man 
ought to select his particular activity in the shoe busi- 
ness and adhere to it, regardless of what anyone else 
does. In that, and in that alone, there is success. 
For, when a shoe man tries to be all things to all 
people, and tries to meet every formula which anyone 
else may devise, chaos results; and ultimately he con- 
fuses his own purpose and method, causing failure. 

“The successful merchant is the one who has a real 

service message for his community, and who sticks 
to it. Realizing that business is a real science, he 
is not led astray by the pompous pretense of the com- 
petitor. No man can continue his business without 
making a net profit. No man can hold the confidence 
of his customers through pretense. The ideal shoe 
retailer is one who understands the complete tech- 
nique of his business so well that he shuns the oppor- 
tunistic policy. He is, what is called in music, a 
composer ; he knows how to set up an institution, to 
organize it on a business basis. This means proper 
capital and credit, a well-balanced stock, prices that 
are fair enough to leave a brokerage in the till at the 
end of the year; and dependable, polite, enthusiastic 
service, back of which must exist character, idealism 
and a determination to be of real service to the com- 
munity of which he is a part. 

“The shoe business, seriously undertaken, honestly 
pursued, is and cannot be anything else than a semi- 
professional business. Shoes cannot be sold as hand- 
kerchiefs are sold. Fitting people’s feet comfort- 
ably, stylishly and correctly is no small job. It is an 
expensive job. The mistake we in the shoe business 
have always made is in undertaking such a semi-pro- 
fessional service with no greater mark-up than the 
general merchant puts on his handkerchiefs, though 
it requires no art to sell handkerchiefs. Analyze this 


thought carefully and give it the consideration it de- 





Boot AND SHOE RECORDER 
combining THE SHOB RETAILER, Jan. 9, 1932 


Build Slowly But Build Soundly 


By A. H. GEUTING, President, N. S. R. A. 





President A. H. Geuting extending appreciations thanks, and felicita- 

tions to John O’Connor, general convention chairman, for carrying 

the load during the days of preparation and effort of the 21st 
N. S. R. A. Convention. 


serves, and you will develop better results in your 
business. 

“No one can build his business on price appeal 
alone. It is the service you render, the results you 
give your customer, and the accuracy with which you 
pursue your business that builds it into a sound estab- 
lishment. Expert servicing of the article your sell, 
and not price, should be the basis upon which you 
should compete, for service is remembered long after 
price is forgotten. 

“What the retailer should carefully consider is 
adapting the grade of his merchandise to the particu- 
lar trade to which he is catering. Whether this trade 
be the humble, the middle class or the best, let me 
strongly recommend to you to never play the fixed 
price idea. Honest service must have price freedom. 
Fixed prices are unscientific. When you work to a 
price the quality of the shoe suffers, the service suf- 
fers, or the net profit suffers; because the fixed price 
usually is intended to make an appeal to people who 
expect to get something for less than it can be pro- 
duced. Be honest with your customer in regard to 
the quality as well as in respect to the service neces- 
sary to satisfy him. 

“We read that all business needs is confidence. 

[TURN TO PAGE 59, PLEASE] 
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America Needs a Sense of Proportion 


i us not get the horrible feel- 
ing that this depression will 
continue from now on and 
that it is caused by external financial 
indiscretions which will put a dam- 
per on American business for years 
to come. A sense of proportion is 
a good thing for everyone to have. 
If money has been lent well but not 
wisely in all parts of the world, let 
us really see whether the amount is 
so staggering as the billion count 
indicates. After all, business goes 
on, shoes are worn, people do live 
and continue to consume. Here’s 
the true picture of the situation as 
it affects the American business: 

The wealth of the American 
people in physical things remains 
substantially unchanged from what it 
was in 1929, may even have in- 
creased somewhat. We have added 
to our housing and to our public 
services. We have made extensive 
additions to transportation plant in 
the way of pipe lines for natural gas 
and gasoline. On the other hand, 
we have allowed existing possessions 
to run down by neglect of proper 
upkeep and we have also diminished 
our inventory of goods in stock. We 
are unable yet to evaluate such 
credits and debits, but a reasonable 
conjecture is that they may be more 
or less offsetting. If we should lose 
all of our foreign investments we 
should write off only 3 or 4 per cent 
of our total wealth. 

Likewise our total foreign trade 
is only a small proportion of our 
domestic. Our imports and exports 
run normally about three billion dol- 
lars a year each way, but our na- 
tional income which is mainly ex- 
pended at home aggregates about 
84 billion. If we did not do any 
foreign business we should still have 
an enormous internal turnover. 

Calm consideration of these con- 
ditions should dispel the fear that if 


there should be a complete collapse 
of Europe the ruin would extend to 
the United States and reduce us to 
a state of barbarism. How could 
that be, with our wealth of food, fuel, 
clothing and shelter? It is, how- 
ever, such fear that has produced the 
paralysis of credit from which we 
are suffering. Our gold constitutes 
only about 1 per cent of our na- 
tional wealth. Our currency, which 
rests partly on gold and partly on 
the credit of our government, which 
stands unimpaired, is scarcely more 
than 2 per cent. Any attempt to 
liquidate all of our wealth into either 
gold or currency is an impossibility. 
Likewise is any attempt to liquidate 
the whole of our normal internal in- 
debtedness. 

The matter of the short term Ger- 
man debts is not fundamental. to 
American business. Nor is the whole 
subject of reparations and national 
debts. The chances are that. the 
commercial debts will be settled 
sooner or later and after all it is the 
bankers’ business to lend money. 
The apprehension in respect to our 
gold position, absurd in its develop- 
ment at a time when we were being 
blamed for having too much gold, 
has disappeared. Our own foolish 
hoarding of currency is waning. 
What we need to do is to attend to 
our own affairs and we pray that 
Congress will so direct itself, heed- 
ing the advice of the President, 
which is sound and sober and unsen- 
sational. The first step toward the 
rehabilitation of American business 
is the revival of confidence in our- 


selves. 
* * & 


Traditions Modernized 


HIS is the time for new ideas. 
Thinking men in the field of 
merchandising are beginning to feel 


that some traditions are so shop- 
worn that they need to be thrown 
away. New policies and practices 
need test and trial. Arthur W. Mc- 
Kay of Sacramento, Cal., asks for 
national opinion, as follows: If we 
were to change sales periods from 
the customary July and January af- 
fairs, and hold them the first of 
March and September, we would not 
alone be able to sell the left-overs 
down a lot closer, but would also be 
in a position to command a better 
price for the shoes in these two 
months because they would be more 
desirable to the customer at the start 
of the season than at the end of it. 

Let me make this a little clearer. 
Suppose we would take all of our 
suedes and the dark colored kids and 
blacks and instead of selling them in 
January we hold them until next 
September. We could then keep 
right on selling them at regular 
prices during January and February 
because the customer would buy 
them with confidence that they 
would not be reduced this season. 
This gives us two extra. months to 
sell these shoes at a regular profit, 
and you know what that word 
means to the shoe business right 
now. Then the first of March we 
come out with a sale of the light 
colored kids, whites, and tan and 
white and black and whites of last 
year. This gives us another two 
months (July and August) to sell 
our summer stuff at regular profit. 

True, the customer might raise the 
point that she was buying last year’s 
shoes on these semi-annual sales, but 
with the exception of a few wild 
patterns last year’s styles are not 
usually off to the extent that they 
are not run in and sized up with this 
year’s patterns. 

This plan may or may net be a 
new angle. Have other retailers put 
it into practice? 
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AMERICAN HIDE AND LEATHER COMPANY 


STON. MASS. 
$7. Lours CnicaGo CINCINNATI 


AMERICAN HIDE ano LEATHER COMPANY. c10. 


NORTHAMPTON ano LEICESTER. ENGLAND 


AMERICAN HIDE ano LEATHER COMPANY. inc. 
New YorK.N_Y. 


AMERICAN HIDE ano LEATHER COMPANY, S.A. 
Panis. Faance 


DOLLIVER amo BRO., SAN FRANCISCO 


CALF ano SiDE Upper LEATHER TANNERIES 
Lo Da AGENTS For THE PACIFIC COAST ano ORIENT 


wert Barcston-Si 
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Attempting to 
lead and 
really doing 
so should be 
any tanners: 


ambition— 


ROSEBAY 
WILLOW 
CALF 


is our answer 


to AMBITION— 
not INHIBITION 











Giving Reduced Budgets a 
chance to catch up! 
POTD A IIA IIA DAA DAA OK 


ALL * STAR 
SHOE 7 
SALE @.¢ 






DESCRIPTION 


585 
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RECORDER 
SHOE STORE 








ALL*STAR SHOE SALE 


The most exceptional values 
this store has ever offered! 
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DESCRIPTION OF SHOES 


465 






At no previous time have we offered shoes of 
such extra quality at these low prices! 


RECORDER 
SHOE STORE 
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Make ‘em 


See Stars! 


“Cash in on Continuity!”—Carrying the Decorative 
Idea of the All Star Shoe Sale through the Follow-up 
Ads Helps to Make the Event a Knock-out! 


A good shoe store in 
Paterson, N. J., put on a very successful ten-day an- 
niversary sale the first of December. It was my 
pleasure to help. After the sale Mr. L., Jr., told me: 
“Tie-up did it! We used it all the way through, and 
it worked !” 

We gave you a plan for a complete tie-up in launch- 
ing an All*Star shoe sale. A name with an idea. . 
and that idea emphasized by stars in the ads and in the 
store decorations. 

Here are two follow-up ads that continue to em- 
phasize the stars. Simple, Effective! Associating 
previous ads in the minds of readers! Emphasizing 
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again this star event to those who have attended the 
sale. 

Continuity doubles the pulling power of your adver- 
tising ! 

Whether you use small single-item ads or bigger 
ads with more items the stars can be used. The plan 
applies whatever your sale may be called! 

Good reputation and good values are essential to a 
successful sale—but they are not enough by them- 
selves! Your advertising must have eye-catching dis- 
play, convincing copy, and above all, CONTINUITY. 
In this event, the complete tie-up in advertising and 
display will surely make ’em see stars. 
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No. 1992 
All White Calf 


No. 1990 
Black and 
White Calf 


: No. 1991. 
No. 1716 ‘ Brown and White Calf 
Black Calf : 
OVER SIXTY 
J IN-STOCK STYLES 
“ ~ TO SELL AT FIVE DOLLARS 


No. 1756 
Brown Calf 





No. 1923-1 
Black Calf 








Branch of international Shoe Co. 


_ RowBitts JOHNSONGRAND | 
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PEERLESS LINING KID 


A Highly Specialized Lining Stock. 
Made in one special tannery. 


—by one special crew of workmen. 


—of one specially bought raw stock 
used only for PEERLESS KID 
LININGS. 


—by a special tannage that gives a 
firm yet mellow texture. 


—a flat, smooth grain with no 
wrinkles to be ironed out. 


—a clean non-fibrous edge trim. 


—an especially uniform run of 
color. 











S AN 


JOHN RR. EVANS CoOgC A 
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(yually ~~~ 
INSIDE AND 
OUT 


Nothing so convincingly | make for distinctive sales 


completes the final im- factors. 
pression of value through- The advantage of a 
out as a LINING OF FULL CHROME 









FULL CHROME 
TANNED KID- 
SKIN. 


Attractive in 
its finish and 
colored in the 
lighter and del- 
jicately toned 
shades, it af- 
fords contrast- 
ing color com- 
binations that 


Leerless lining bi 
VANS -LEAT ACK 


NEW JERSEY 


onRCAMDEN, 
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TANNED KID 
LINING is prac- 
tical freedom 
from dampness 
and perspiration. 


PEERLESS 
LINING KID is 
so tanned as to 
perfectly meet 
this requirement 
as well as the 


‘essentials of 


style and color. 
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MILWAUKEE ROCHESTER 
PHILADELPHIA ST. LOUIS BOSTON 





TWO 
RUNWAY 
SHOWS 
AT BOSTON 


Vv 


F inal plans for the tenth 
annual National Boston Shoe Show, to 
be held in the Hotel Statler, January 11, 
12 and 13 include a number of informal 
business meetings, styles conferences 
and get-togethers of one kind or an- 
other. While not a part of the official 
program of the show, these meetings 
will be none the less important as they 
will afford opportunity to compare notes 
on merchandising and buying policies, 
prices, materials and styles in general. 

The management of the show announces that, while 
the show is to be open for three days, the first day 
will be devoted entirely to the preliminary work of 
registration and organization, with ample time to view 
samples which will be spread in rooms on the fourth, 
fifth, sixth, seventh and eighth floors of the hotel. 

The runway shows, two in number this year, will 
be held on the second and third evenings with enter- 
tainment features mingled with the runway appear- 
ances of the models—music to be furnished by one 
of New England’s best known orchestras. 

More than 150 lines will be on display, it is ex- 
pected, representing all grades and types of footwear, 
giving the buyer an excellent opportunity of compar- 
ing them all, line by line. 

Hospitality features have been left in the hands of a 
capable committee headed by W. E. Doyle, of the 
Doyle Shoe Co., Brockton. This committee includes : 


A... Gondotis...soe> Bona Allen, New York, N. Y. 

Nat Bale. cicc.cces Barr Bloomfield Shoe Co., Lynn, Mass. 
Geo. A. Smith.... Bostock Shoe Co., S. Braintree, Mass. 
Barney Solar...... Compo Shoe Mach. Co., Boston, Mass. 


Mr. Schwartz..... Compo Shoe Mach. Co., Boston, Mass. 
Ray Chenoweth... Chenoweth Bros., Boston, Mass. 

Dick Jacobs....... Clinton Shoe Co., Haverhill Mass. 
Joe Weinstein..... Clinton Shoe Co., Haverhill Mass. 

J. A. Izenstatt.... Central Shoe Co., Boston, Mass. 
Claude Crafts..... G. P. Crafts Co., Manchester, N. H. 


Pete Kantor...... Crescent Shoe Co., Keene, N. H 

Max Rappaport... Chelsea Shoe Co., Chelsea, Mass. 

H. Spelman....... Demey & Almy Chemical Co., Cambridge, 
ass. 

Sam Kantor...... Dartmouth Shoé Co., Boston, Mass. 

Geo. Dempsey..... Farmington Shoe Co., Dover, N. H. 

Jim Malley....... Farmington Shoe Co., Dover, N. H. 

Mr. Fisher....... Fisher Shoe Co., Newburyport, Mass. 
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Models who will 


J. E. Andrews.... 
F. A. Kowalski... 


Al Hyde.........; 
Mr. Sprague...... 
Mr. Grover....... 
Mr. N. Cate...... 


J. A. Jonas....... 
Henry S. Bouve.. 


C. E. Blackey..... 
Homer Prouty.... 
Milton Katzman.. 


Mr. Ashkenazy... 
Mrs. Ashkenazy... 


| iy Seg aera 
A. Hershenson.... 
Al Cohan......... 
Ed. Taylor.... 

Free S. Lamport. . 
Chas. Movsesian.. 


Larry Carroll..... 
Harry Rice....... 


Abe Rondeau..... 


Ben Weiner....... 
Mr. Ashapa....... 


Bill Sobel... «a. i. 
P. A. Crafts..... 


Stanley Wass..... 
C. V. Watson.... 
Chas. Winer...... 
W. J. DeWitt.... 
Paul Ross........ 
Frank Mulderig... 
Alexagder Baris. 
H. G. Robinson... 
Mr. Zacharoff..... 
M. D. Garner..... 
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appear on Boston runway. 


Gale Shoe Co., Manchester, N. H. 
Gable Shoe Co., Salem, Mass. 


Harvard Shoe Co., Boston, Mass. 
Hartman Shoe Co., Haverhill, Mass. 





.. Hartman Shoe Co., Haverhill, Mass. 


A. R. Hyde & Sons Co., Cambridge, Mass. 
A. R. Hyde & Sons Co., Cambridge, Mass. 
Hoague-Sprague Co., Lynn, Mass. 
Hoague-Sprague Co., Lynn, Mass. 
Haley-Cate-Rockwood, Everett, Mass. 


J. A. Jonas Shoe Co., Manchester, N. H. 
J. A. Jonas Shoe Co., Manchester, N. H. 


Kesslen Shoe Co., Kennebunk, Me. 
Kimel Shoe Co., Haverhill, Mass. 


. Milton Katzman Shoe Co., Haverhill, Mass. 


Liberty Shoe Co., Lynn, Mass. 
Liberty Shoe Co., Lynn, Mass. 
McIntosh Co., Springfield, Mass. 
Marlboro Shoe Co., Marlboro, Mass. 
Marlboro Shoe Co., Marlboro, Mass. 
McNichol & Taylor, Lynn, Mass. 
McNichol & Taylor, Lynn, Mass. 
Model Shoe Co., Lowell, Mass. 


Norway Shoe Co., Norway, Me. 
Norway Shoe Co., Norway, Me. 


Osgood Shoe Co., Methuen, Mass. 


Rebot-Prime Shoe Co., Marlboro, Mass. 
Ruth Shoe Co., Boston, Mass. 

Signal Shoe Co., Roxbury, Mass. 

U. S. Rubber Co., Boston, Mass. 
Boston, Mass. 


.C. V. Watson Co., Lowell, Mass. 


Winer-Kane Shoe Co., Lynn, Mass. 
Shoe Form Co., Auburn, N. Y. 
Shoe Form Co., Auburn, N. Y. 
Shoe Form Co., Auburn, N. Y. 


. New York, N. Y. 


Robinson-Bynon Shoe Co., Auburn, N. Y. 
Champion Shoe Co., New York, N. Y. 
Wear Ever Slipper Co., South Norwalk, 
Conn. 
[TURN TO PAGE 57, PLEASE] 
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Here’s News 


Nunn-Bush Announces New Spring Prices 
$4.25 $4.75 $5.50 $575 


Autograph Grade $6.85 


| peeping amounting to as much as 

23.53% from the prices in effect less than 
five months ago — greater than any, to our 
knowledge, on Men’s Fine Shoes, the quality 
of which has been maintained or improved. 


Think of it— NUNN-BUSH shoes that can 
be retailed as low as $6.50 — other styles at 
$7.50, $8.50 and $9.00. These are the lowest 
prices at which NUNN-BUSH shoes have 
ever been sold. Now, more than ever, you can 
increase profits by always remembering to ‘‘Try 
A NUNN-BUSH Shoe on EVERY Foot!” 








Nunn-Bush Ankle-Fashioned Oxfords 
$@5° to ‘3° 


Autograph Grade $11.00 


- Nunn-Bush 


NEW YORK MILWAUKEE SAN FRANCISCO 
Complete Stocks — All Three Locations 
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's Focused on the HEEL 


When choosing heels for your line, remember that there is a Mears 
heel, with just the proper pitch, contour and deportment, that will 
add to the appeal of each style model... and whatis of still greater 
importance to every shoe manufacturer, the heel medel you select 
for your sample, is the heel you get for every shoe in that style. 












The irregular lines of hand-finished heels cannot affect style lines, 
for exclusive machinery and methods reproduce the design of each 
Mears heel with mechanical precision . . . the exact contours of 
the original models are faithfully maintained. 


Mears can supply you with the RIGHT HEEL for any shoe, any 
time, anywhere. 


FRED W. MEARS HEEL COMPANY, INC. 


Auburn, Me. 
Columbus, O, 
St. Louis, Mo. 
Auburn, N. Y. 
Conway, N. H. 
Salem Depot, N. H. 











\ * Sn 
\e 
Nw 









LOOK FOR THIS 


TRADE MARK 
ON EVERY HEEL SEAT 
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‘ 
Back to First Principles 


[CONTINUED FROM PAGE 20] 


that as a barometer for the new purchases. If you 
have not already the system in, be sure that you get 
your average price per pair of shoes sold last year— 
let’s say per unit—so that you can hit your pairage 
from that angle. Otherwise you are liable to find 
yourself over-bought in shoes. 


1932 should be a mark-up year. I think you will 
find that not alone your fellow retailer will advise 
you on a better mark-up but also the manufacturer. 
I think that a shoe that is worth $7 is worth $8, 
and if it isn’t worth $6 it isn’t worth $5. 

I don’t believe any gentleman in this room, if 
called upon (including the speaker), could go into 
a sample room of seven and eight dollar shoes and 
pick them, nor could he go into a sample room of 
seven and ten dollar shoes and pick his ten or his 
seven dollar shoes. 

As a matter of fact, I defy a manufacturer to do 
it unless it is his own factory and he knows what 
is in the line. 

I’m afraid too many of us are rubber stamp mer- 
chants. We have had certain education, we have 
certain principles, policies that we have learned in 
our school of shoe selling and merchandising, and 
we follow through. And it’s the bunk! 


RETAIL ADVERTISING 


Led by Michael Murphy, 
advertising manager of Krupp & Tuffly, Inc., of Hous- 
ton, Tex., and assisted by R. B. Nay, Nay Shoe Co., 
Wheeling, W. Va., the round-table discussion held 
Monday afternoon, devoted to “Getting More for 
Your Advertising Dollar,” attracted a large group of 


merchants who joined in the discourse of advertising 
and sales promotion. 

An elaborate questionnaire prepared by Chairman 
Murphy was distributed to those in attendance with 
a request that dealers answer the questions listed, re- 
lating to newspaper advertising, direct mail, window 
display, radio outdoor and general comment. 

Paul Siegel of O’Connor & Goldberg, in the dis- 
cussion of newspaper advertising versus direct mail, 
stated his firm used newspapers exclusively and found 
this medium most effective. A test had been made 
with a campaign of direct-mail which proved unsuc- 
cessful. He added that this applied only to their 
business and could not be construed as an indictment 
of this form of advertising and its application to other 
stores. Merchants in other sections of the country and 
some of the smaller communities gave evidence of suc- 
cessful selling through the use of direct mail. 

A number of incidents where a post-card courtesy 
was sent to charge accounts announcing a sale to these 
accounts only were related, and in every instance the 
results were more favorable, and the appeal more 
compelling than when newspaper space was used in 
announcing the event to the general public. M. Stendal 
of Minneapolis, Minn., and R. B. Nay, of Wheeling, 
W. Va., both attested to the pulling power of this form 
of publicity. 

In the discussion stressing new types of appeal in 
shoe illustration and advertising to be adopted in 


[TURN TO PAGE 60, PLEASE] 

















OUTLINE OF SHOE RETAIL ADVERTISING FOR 1932 


{ Circulation—What class of people read the paper 
| Waste Circulation—Useless prc -_ 
{ Attractive Layout 
Good Cuts 
|The Store Name—Prominent—Maintain Same Style of Type 
Letters 
Post Cards 
B—Direct Mail and | House Organ 
Mailing Lists { Envelope Stuffers 
Folders, etc., Furnished by Getting Names and Addresses of Cash Customers 
More Customers’ Record Cards Show Buying Habits—Name, Address, Date of 
| Purchase, Salesman, Stock Number, Size, Remarks 
C—Radio { Regular Programs 
) Spot Announcements 
The { Windows Most Valuable Part of Store Space 
D—Best Use of | Attractive Backgrounds—Permanent; Temporary 
Windows Attractive Window Cards and Price Tickets—Style Arrangement 
| Preparing Window Show 
Dollar | eee Se Show 
Dra and Valances 
E—Interior Store Gland Cones 
Display Counter Displays 
ay — 
F—Outdoor Adv. aint etins 
ms Roane Displays 
{ Programs 
{ Premiums, Toys 
| Donations, Prizes 


A—Newspapers 





Advertising 


G—General 
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Little Things! 


q T’S the little things in Life that tell, as the flapper said about 
her younger brother. You are a sound, sensible business man 
and you’ve noticed it too. Little things will make or mar success. 
Sport writers will tell you that Charlie Paddock won his 
races by merely a margin of a few feet. Sometimes just a few 
inches. But that margin was plenty. 
This year, more than ever before, men will pay attention to 
little things. They’ll scan and search for the slight difference 
between PROFIT and loss. 
Let’s apply the ideas to SHOES! 


Because that’s the subject in which you are intensely inter- 
ested. Otherwise you wouldn’t be reading this. 

SHOES must be merchandised for PROFIT or you might 
just as well tell the sheriff not to wait any longer. He might just 
as well do his stuff now. 

Your MARK-UP must be more than 30% and your manu- 
facturer must see that you are enabled to make it. 

The selfish motive behind this advertisement is a single 
sentence; 


Walter Booth Shoes are sold at a price to permit you to make 
a mark-up of more than 30%. Now YOU think! 


WALTER BOOTH SHOE CO. 


$02 NORTH BROADWAY « « MILWAUKEE, WISCONSIN 


MANUFACTURERS OF MEN'S DRESS SHOES 


Retailing at $3.50 $4.00-$5.00 $6.00 at a Profit 
IN STOCK AAAtoEEEE « « « SIZES5tol4 
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and not enough of ‘Americanism.’ We realize that 
the world is small today, and that countries are more 
than ever in the past dependent one on the other, but I 
still believe that the United States is a self-sustaining 
unit and that if every loyal citizen would simply get 
busy with one idea only in mind, to help this country 
recover her economic equilibrium, that we would soon 
find we are on the upgrade to a sound prosperity, 
bigger and better than during past periods of progress. 

“Tt does seem to me for several months there has 
been too much in the public atmosphere of ‘Woe betide 
us, if Germany fails, if England succumbs, if France 
does so-and-so,’ etc., and 


mands that we, as shoe manufacturers, reduce over- 
head, cut out the wasteful habits of boom days, and 
produce shoes that have the appeal, the wearing quali- 
ties, at the lowest possible price. The same pattern 
must be followed by shoe retailers everywhere. Nine- 
teen thirty-one was heralded as a depression year— 
would it not be very much better if we could adjust 
our conditions so as to make our industry profitable in 
years of depression? 

“The shoe and leather industry, as a rule, is the 
first big industry to feel the effect of a readjustment 
period—likewise they are one of the major industries 
to lead the way out and 
into a better business pe- 


not enough of the other 
thought ‘Woe betide us, 
if the United States do 
not assert the courage 
and faith of our fore- 
fathers, who suffered, 
sacrificed and succumbed 
during economic depres- 
sions equally as discour- 
aging to them as that of 
this later day has been to 
this generation. Yet these 
same forefathers soon 
came forward with a new 
vision, a new hope, a new 
courage, and the United 
States went forward un- 
til they attained world 


leadership.” 
Geo. P. Utley, Harsh 


Irving E. Grossman, |. Miller & Sons, Inc., Long 
Island City, N. Y.:— 


“Next spring shows no indication of bringing 
greater volume than the past fall. But next season 
will find shoe dealers open to buy more consistently, 
if the seller has the kind of merchandise that our 
women want. The retailer must also work on a high- 
er rate of markup if he wants to live considering the 
present cost of operating, which shows no indication 
of being reduced for him by next season. The price 
of merchandise offered to the consumer is not so im- 
portant as the appeal of the merchandise. I found the 
average dealer distributing good value for the price 
he asks. Merchandising and buying programs must 
be readjusted so that stocks can be reduced to a mini- 
mum with something new to show the consumer all the 
time and additional sizes in the proven good numbers 
coming in when the dealer needs them. The manu- 
facturer cannot sell theory or words any longer, he 
must have the merchandise and he must give modern 


riod.” 


John A. Bush, Brown 

Shoe Company, St. 
Louis, Mo. :— 

“America must awake 
to the realization that 
profits are to be made 
with conditions as they 
are, rather than as we 
should like them. 

“We must learn that 
through diligent work 
and sound thought we 
can make profits under 
present conditions. Too 
many people today are 
tending to alibi their ef- 
forts. and are dozing 
themselves to sleep in the 








service.” 


& Chapline Shoe Co., 


Milwaukee, Wis. :— 


“In times of business readjustment, and that is 
what we are experiencing at this time, we need strong 
leadership in all industries. One single industry can- 
not solve the unemployment problem. 

“We have passed through two years of readjust- 
ment which has created very much lower inventories 
of all kinds of merchandise in the hands of the manu- 
facturer, the jobber, the retailer and even the con- 
sumer’s closet. 

“It is my opinion that the stage is all set for better 
business. 

“We need leaders with vision in all lines of indus- 
try who thoroughly understand the requirements of 
the consuming public. The economic condition de- 
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thought that good times 
are just around the cor- 
ner. There is a tendency to sit down, letting the 
winds of depression howl around deadened ears and 
assuring ourselves each day that good things are soon 
to come again. What is needed is the realization that 
today is the time to get to work. 
“This is certainly the time to restore confidence in 
quality. Merchants must forget the idea that in order 
to sell goods they must lower prices by lowering qual- 
ity to meet competition. They must reawake to the 
fact that quality remains one of the strongest sales ap- 
peals. I believe the man who neglects to feature some 
high-grade shoes, or any other commodity, is making 
[TURN TO PAGE 36, PLEASE] 
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Says 





/ y H. G. Robinson 


“Not Customer No.876 


—but Ed. Zintsmaster of Canton” 


T’S not customer number so-and-so 
we deal with out in Canton, Ohio. 
It’s our good friend Ed Zintsmaster, 
of The Zintsmaster Shoe Company. 
What’s more, we know that he’s partial 
to certain numbers in our line that 
exactly suit his trade. Out in the city 
of Ames, Iowa, it’s not customer No. 
789, but it is our good friend 
William Gernes of the Ames Bootery. 
So it goes. Our customers aren’t 


just customers; they are friends—in 
fact, we like to regard them as mem- 
bers of our family. We know a great 
deal about their needs. And when 
their orders come in we give them 
our personal attention to see that 
no details are overlooked, in order to 
supply shoes which will not merely 
be good enough to get by, but will 
help our customers to build a profit- 
able repeat business. 


President 


ROBINSON-BYNON SHOE CO. Auburn, New York 





TRUE 


ROYAL Fashioned of light weight 
black calf, this pump has a 16/g slim 
cuban leather heel. It 
comes in AA-C widths. 








STEP 


GRACEFUL Fashioned of light weight 
black calf, this one strap model has a 
16/g slim cuban leather 

heel. It comes 
in widths AA-C 





COMBINATION LAST 


ARCH SHOE 























Boot ND SHOE RECORDER 
combining THE SHOP RETAILER, Jan. 9, 1932 35 








The Outlook for 1932 


| CONTINUED FROM PAGE 34] 


a grave error. A dollar-ninety-five-cent sale ceases 
to be a sale when everybody is sponsoring one.” 


Paul MacBride, Milford Shoe Company, Mil- 
ford, Mass. :— 

“While far be it from me to place myself on the 
Oracle’s stand, I do firmly believe that 1932 is to be 
a MAKING or BREAKING year for the tanner, 
manufacturer and retailer. 

“This statement literally is pessimistic but in reality 
its true analysis presents none other than genuine 
optimism 

“In other words, the writer is convinced that we 
have reached the cross-roads and are entering a new 
year that holds forth very much in the making for 
those of us who follow a sound merchandising policy 
of ‘Value Fairly Priced.’ Incidentally, the new year 
will also mark some unpleasant endings and these are 
pointing toward those of us that toss our hat into the 
ring of price with the thought of chasing price alone. 
Old Man Public has always placed up the markers 
and still is holding the title Mr. Barnum conferred 
upon him. 

“Frankly, I believe that 1932 holds forth many op- 
portunities to the clear thinking, fair playing individ- 
ual with much courage and implicit faith in American 
industry and the American people.” 


G. E. Musebeck, Musebeck Shoe Co., Danville, 
i. :— 


“We have had an unfailing faith in more quality at 
a fair price. We believe that as a business gradually 
improves that there will be a greater appreciation for 
quality shoes that satisfy the shoe wearer and less de- 
sire by dealers to find lower quality shoes with which 
to meet competition. 

“We find there are now more dealers who are trying 
to find shoes in the various grades that represent a 
standard of quality worthy of the price and at the 
same time give the dealer sufficient margin of profit 
for him to serve his customers in a way that the shoes 
he sells most, satisfy and hold their confidence. 

“We believe that the price on quality shoes has been 
adjusted to where dealers can buy again with con- 
fidence and definite plans can be made for profitable 
operation where overhead and operating cost have 
been adjusted to the present standard.” 


A. N. Blake, Watson Shoes, Inc., Stoughton, 
Mass. :— 
“All shoe and all models which have been accepted 
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and purchased are along what we call ‘sane’ lines, 
indicating that our customers, at least, have made up 
their minds the majority of their consumer customers 
are not going to be led astray with extreme patterns 
and lasts. 

“During 1931 and continuing through 1932 we have 
and we propose to stick resolutely to the one idea of 
keeping our quality even higher than it ever has been 
before. 

“In this time of hysterical notions and false ideas 
of values both in materials and styles, we have been 
fortunate enough to find a line of customers who 
still believe the same as’ we do, that there are still 
people in the world who appreciate good value. 

“We feel that in the coming year the consumer 
trend will be in this direction, and that more and more 
the people will come to recognize those merchants and 
manufacturers who have stuck to their guns on the 
question of good quality and fair prices.” 


Roy M. McQuillen, N. B. Thayer Shoe Co., East 
Rochester, N. H.:— 


‘As the year 1932 looms before us, we already see 
signs of a demand on the part of the consuming pub- 
lic for good shoes rather than shoes at a price. 

“Our policy for the coming year will be to build 
our shoes better than ever, and we believe this will 
be the policy of the leaders in the shoe industry for 
1932.” 


H. A. Torson, Herold Bertsch Shoe Co., Grand 
Rapids, Mich. :— 


“The shoe industry, we believe, is ready to go 
ahead in 1932, but before we can make much progress 
in a forward direction, every man in our industry 
must be convinced that : 

“The industry is entirely liquidated. Present day 
values being offered by both manufacturers and re- 
tailers are the best values in 20 years. A large and 
increasing volume is available to the man who offers 
the right merchandise at the right price. Although 
price is still a great consideration, it is still true that 
the quality is remembered long after the price is for- 
gotten. Shoes at present prices are good property.” 





J. T. Pedigo, Pedigo-Lake Shoe Co., St. Louis, 
0.:— 
“The spirit of ’32 is onward . . . upward 


forgetting the battle scars of ’31 and play- 
[TURN TO PAGE 38, PLEASE] 
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There’s a Place in Every 


Shoe Stock for Whites 


-- + Especially for Spring and Summer 
































We are approaching a great white season. 
“White will be tremendous” say the stylists . . . 
white with contrast heads the list and is recom- 
mended for evening as well as for sports. 





Enter WHITE WASHETTE CALF .. . white 
as snow, washable, light as a summer breeze, 
with a smooth sparkling finish, and a mellow 
glove-like comfort in wear. When dirt raises the 
distress signal on WASHETTE, soap and water 
can be rushed to the rescue to cleanse and bring 


back all of its original lustre and beauty. 

























Footwear of WHITE WASHETTE will have a 
nation-wide. acceptance. Its 
beauty and practicability ac- 
claim it the ideal leather for 
women’s dress and _ sports 
shoes, for nurses’ shoes, and 

for children’s footwear. 





The shoe illustrated, of 
White Washette Calf, is 
from the Spring line of 
Selby Shoe Co., Ports- 
mouth, Ohio, and is 
carried in stock for im- 
mediate delivery. 








MW ed er tee f Pape — LIGHT WEIGHT 
| Wosheite Cali WASHABLE CALF 


COLORS: 
WHITE WASHETTE light weight washable calf also comes 
RED in a range of Spring and Summer colors. Specify 
BLUE. it when placing your orders. 
YELLOW 
ORANGE Color swatches sent on request. 





RUST 









THE OHIO LEATHER CO. SiRArp onto 


Boot AND SHOE RECORDER 
combining THe SHOP RETAILER, Jan. 9, 1932 37 











The 





Outlook for 





1932 


[CONTINUED FROM PAGE 36] 


ing the game with a kick-off that will clear the huddle 
and make the goal. 

“From a footwear point of current view, the con- 
sumer wardrobe. if not in a state of depletion, has 
been neglected to a point of fashion obsolescence 

and to supply these new seasonal demands re- 
tail stocks must be replenished. 

“As an expedient for overcoming sales resistance, 
price merchandising has failed except in 
having served to disillusion the public mind from the 
notion that price itself is economy. 

“The reaction is to qualify at a fair price 
which price will pay for quality plus a fair profit to 
those who produce it and those who service it.” 


T. G. Mayer, C. B. Mayer Shoe Co., Wausau, 
Wis. :— 


“I believe that the time has come for every think- 
ing shoe merchandiser to realize that the public is 
fast becoming distrustful of some of our fraternity’s 
policies. Let’s quit trying to bat dollars out of shoe 
leather and let’s quit auctioning off methods in one of 
the most prominent and necessary services rendered 
the American people. 

“There is no question but that in many instances 
we have transmitted a frightened if not frightful feel- 
ing to the public. Let’s remember that the industry 
is founded on certa‘n standards and that it is an obli- 
gation on our part to maintain them with every ounce 
of our energy, no matter in what price group we are 
operating. 

“Let us assume, with an indifferent attitude but 
nevertheless one that might merit at least 50 per cent 
recognition, that sales are created by a desire of pos- 
session within the consumer. Are we conscious of 
it? We should be. What promotional work have we 
done during the past seasons in presenting enticing 
footwear? Haven’t we by our own desire to feature 
price gradually eliminated the element of style ap- 
peal? Have we missed hearing the dormant call for a 
newer and better style program? 


“Let’s take the crépe off of footwear styles and go 
after new fashion appeal in a meaning way. Let’s 
make 1932 the starting year for building up a more 
elaborate shoe structure, and regain our equilibrium 
by placing a firm hand on the rudder of personal and 
public confidence in the shoe industry. Let’s resolve 
for 1932 to predetermine our field of service and 
build up our standard until we are established in our 
grades.” 








John W. Wood, Wood & Smith Shoe Co., Au- 
burn, Maine:— 


“Many statements much too optimistic, based on 
nothing but a wish or a hope, have been made to the 
public. We are suffering a reaction right now from 
these statements. The public has listened hopefully 
and believed a change for the better was ‘just around 
the corner,’ that we were ‘scraping bottom.’ Now the 
public is learning that these self-elected prophets do 
not, and never did, know what they were talking about. 
At last they are finding out that we have a long, pain- 
ful road ahead of us with lots of up-hill pulling to be 
done. A frame of mind has been developed that looks 
askance at these too-hopeful utterances, and, instead 
of believing everything, nothing is believed. 

“We have got to learn that only through good, hard 
work and the application of common sense to our prob- 
lems, business, social and political, does successful so- 
lution come. We have got to be patient, for it is go- 
ing to take time to bring us through this readjustment 
period.” 


H. T. Capen, Barney, Capen & Denham Co., 
Brockton, Mass. :— 


“We have survived through 1931 and learned a few 
lessons which will strengthen us in serving the trade 
in 1932. 

“We expect to give better values than ever before— 
much better shoes for considerably less money. The 
public demands this, and we count on keeping our 
factory fairly well employed by this method. 

“We have eliminated all unnecessary expenses. We 
are working harder than ever ourselves, and inasmuch 
as our business is down to bed rock in every depart- 
ment, our mind working overtime to discover and cul- 
tivate new methods, with the experience of the past, 
realizing the needs of the future, we feel that we are 
in a strong position to fight the battle successfully.” 


Arthur A. Williams, Goodwill Shoe Company, 
Holliston, Mass. :— 

“Aside from the fact we have here developed shoes 
for workingmen with new protective features that will 
save many injuries, our whole efforts are concen- 
trated in manufacturing necessities and we are con- 
fident 1932 will be one of our big years because I 
believe there are no accumulated shoe stocks with in- 
dividuals or others.” 
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When You Remove 
a Customers Shoes 


What Do You Findg 


7 times in 10 the Heels are 
Worn Crooked and the 
Shoes are Out of Shape. 


@ What greater service could you render 
these customers than by showing them how to 
correct this fault! 


@ Dr. Scholl’s Walk-Strates pillow the heel; 
prevent wobbling and thickening of the ankles; 
correct the tendency to walk on the outer or 
inner side of the foot; keep shoes smart; save 
repair bills and make walking a pleasure. 


@ No better time than now to start cashing in 
on this easy fast selling item. Sell them with 
every pair of shoes. Your shoes will hold 
their shape longer, your customers will be 
better satisfied and you will make EXTRA 
SALES and EXTRA PROFITS. 

Mail Your Order NOW. Sizes: Women's 2-3, 4-5, 


6-7, 8-9, Men’s 6-7, 8-9, 10-11, 12-13. Wholesale, 
: per doz. pairs $2.75. Retail, per pair-35c. 


Your Customers 
are Reading These Ads 


in such leading magazines as AMERICAN, 
COSMOPOLITAN, Mc CALLS, TRUE 
STORY, LADIES’ HOME JOURNAL. Let 
these people know you sell Dr. Scholl’s Walk- 








Dr. Scholl’ 


Write today for new illus- 
trated catalog of Dr. Scholl's 
Aids for the Feet 
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Permanently 
attached to inside 
of shoes by moistening 
glue on bottom of pad. 
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Crooked Heels 





















Walking off balance 
shape of the smar 
causes the heels to 

side; thickens the a 
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Dr. Scholl’s Wal 
overcome this fault 
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Strates by displaying them in your windows, on your counters and 
telling your customers about them. That's the way to get the 
lion's share of the demand created by this advertising. 


s Walk-Strates 







10€s j 
Easily attached in i ao - 
a ene wanes pane often ea ahs of balance, 
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THE SCHOLL MFG CO., INC. 


Largest Makers of Foot Appliances and Remedies in the World 
313 W. Schiller St., Chicago 62 W. 14th St., New York 















WINNING A PROFIT 


Faby your advertising appropriation may shrink 
somewhat, your windows stay the same size. The 
difference between a window that sells and one that 
repels is comparatively little in cost but plenty in profits 


Estective window display is a 
factor of great importance in the modern merchandis- 
ing scheme of 1932. And very logically so, too, for 
although your advertising appropriation may shrink 
somewhat, your windows stay the same size. The 
difference between a window that sells and one that 
repels is comparatively little in cost but plenty in 
profits. 

It requires thought, but so does everything else. 
Thought will make money for you if it is applied to 
designing effective window displays. 

What will stop the customers as they wander past 
your store? First—the unusual. And this does not 
mean the ridiculously spectacular. The basis of in- 
terest is contrast. That contrast may be in the su- 
periority of your merchandise over that of your com- 
petitor, it may be that your prices are lower, or again, 
the contrast may be right in your own window—a 
display of excellent quality shoes with an exceptionally 


low price. This, it must be admitted, is a difficult 


o 


no, 


ki IS is the first of a series of articles on practical win- 
dow display for the modern shoe merchant. Each 
week ideas for new and better windows will be pre- 
sented, derived from shoe stores all over the country. 
If you have designed a window which you think is out- 
standing, send it to the Display Department of the Boot 
and Shoe Recorder. Other merchants will profit from 
your idea and you can profit from the ideas of other 
merchants. The day of window selling is at its height 
and your merchandising plans for 1932 should lay its 
greatest stress on window displays that will move cus- 
tomer-wanted shoes * - shelves. Show ’em and 
| ’em 


feat, but to get this effect, 90 per cent of the respon- 
sibility rests with the display man. 

The window shown on this page succeeds in this. 
What is your first impression on looking at this win- 
dow? The eye is drawn to the price sign, “$6.50,” 
which is correctly located at eye level. Next the 
window shopper sees the trade mark and then takes 
in the whole window at a glance. The harmonious 
pyramiding of shoes, flanking the center of attention, 
leads the spectator from pair to pair and style to style. 
A second sign printed in white on black is displayed 
on the right, reiterating the price message. 

What are the associations called to mind by the 





awe = Lam * 
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VW eee display as we know it began somewhere 
in the 13th century when glass began to be used 
commercially. There lies behind the modern display- 
man 700 years of evolution and experience and in this 
time the display of goods to be sold has developed to 
its present excellence. Now we are entering into an 
era in which the eye is of still greater importance in 
merchandising. Modern window display must conform 
to a highly evolved visual sense. It must combine the 
appeals of color and line to the critical eye of the pres- 
ent generation. And more: It must create the desire for 
possession 


fixtures in this window, disregarding for a moment 
the actual arrangement of the shoes? First, there is 
the use of stucco, with arch and window effects, mak- 
ing a suitable setting for the entire display. The 
central backing of white brings into high relief the 
price and trade name of the goods—the tale of this 
window is told: Here are the shoes you have longed 
for, and at this price you are able to buy them. 

Note the arrangement of the rectangular blocks. 
Six major groupings are used, and as units not one 
of them is parallel to the street. In this way pedes- 
trians see the merchandise in an advantageous posi- 
tion when walking in either direction. People do not 
wait until they are directly in front of your store and 
then turn to look. They are attracted in passing and 
your stop signals should be placed on an angle so as 
to get the full benefit of the glance of the approacher. 
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# SHELVES 


WITH WINDOW DISPLAY 


Some special numbers are shown on the center floor 
on a white mat which serves to call special attention 
by contrast. There is one other thing about this 
window that gives it a charm which is not noticeable 
at first. The shoes are posed in a position that would 
be normally taken by the person wearing them, and as 
a consequence they look natural. The arrangement 
of the three pairs on the large price sign is also a very 
effective touch. 

This window is a fine achievement in the formal 
symmetrical display. 

Dig into the ideas used and adapt them for your 
store. An idea you find in this picture plus an idea 
of your own makes two ideas where before you only 
had one. How many thoughts for display can you 
find there? There is the large price sign, the pyramid 
of steps with shoes on the steps, the shoes decorating 
the price sign, the white background with a trademark 
in large letters. Let your motto be: “Adapt and 
adopt.” 

Simplicity and association: in these two words we 
have summed up the merits of this Stern Bros. win- 
dow of ensemble sets. Pictured on the right-hand 
page. The hats and umbrellas may be considered 
somewhat of an innovation for a shoe store window, 
but what of it?—the hat people are selling shoes. 
Merchandising never stands still and the color har- 
mony of these articles has long been recognized. 

[TURN TO PAGE 56, PLEASE] 
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JHARE YOUR 


PROBLEM 


WOE 88 OW Se eae 


THE /ERVICE I/ FREE TO YOU 





RECORDER subscribers daily ask us where 
to buy shoes and many other items con- 
nected with the operation of their stores. 
Following are some of the inquiries received 
this week. 


Parties interested in supplying these wants 
should address The Inquiry Dept., BOOT & 
SHOE RECORDER, 239 West 39th St., New 
York, N. Y. 


In no case will the name and address of 
the merchant writing to us be given out. 


The RECORDER however will forward all 
‘letters and catalogs promptly to the in- 
quirers. Please refer to code identifying 
number. 


N 586. White rubbers in stock for the 
nurses’ trade. 


N 587. Women's brown Pullman slippers. 
Good quality. 


N 588. Men’s and women’s high cuts and 
ski boots. 


N 589. Window trimming (course in). 
N 590. Metalizing infants’ shoes. 
N 591. Store fronts. 


N 592. Rubber jobs. Solid leather shoes to 
retail at $1.95. 


N 593. Children’s and growing girls’ fine 
turns. 


N 594. Second hand X-ray machine. 
N 595. Used fitting stools. 


N 596. Stock ‘cartons. 
Carton labels. 


N 597. Store seating. 
Store shelving. 


N 598. Books on window trimming. 
Backgrounds. 


N 599. Jobs in everything in the footwear 
line, including accessories. 


239 West 39th St., New York, N. 


Please send me information about: .. 


For your convenience we list the 
following items. Check those that 
interest you. 


Arch Appliances 
Bath Room Mules 


Boys’ Division: 
High grade shoes 
Medium grade shoes 
Popular priced shoes 
Dancing shoes 
High cut shoes 
Skating shoes 
Slippers 


Cash Carrier Systems 
Cash Registers 


Children’s Division: 
High grade shoes 
Medium grade shoes 
Popular priced shoes 
Barefoot Sandals 
Dancing shoes 
Infants’ moccasins 
Leggings 
Orthopedic 
Soft soles 

Chiropody Schools 

Dye Manufacturers 

Foot Measuring Devices 

Handbags to Match Footwear 

Hosiery: 

Children’s 
Men's 
Women’s 

Labels: 
Carton 
Woven 

Men’s Division: 

High grade shoes 

Medium grade shoes 

Popular priced shoes 

Army shoes 

Cowboy boots 

Field boots 

High cut shoes 

Moccasins 

Safety shoes 

White canvas shoes 

Work shoes 
Slippers: 

Dancing 

Dress 

Felt 

Leather 

Pullman 

Tap dancing 

Wool 





The Inquiry Dept., Boot and Shoe Recorder, 
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Active Sports Shoes: 
Aviation 
Basket ball 
Baseball 
Bowling 
Boxing 
P aewr, of 


Football 


Gymnasium 
Hunting 
Riding 
Skating 

, Skiing 
Soccer 
Tennis 
Track 


Rubber Goods 
Resident Buyers 
Store Fronts 


Store Equipment: 
Store seating plans 
Show cases 
Ladders 
Shelving 
Valances 
X-Ray machines 
Foot rests for shine stands 
Shoe Laces 
Stock Keeping Systems 
Souvenirs: 
Books 
Dolls and doll shoes 
General souvenirs 
Shoe Cabinets 
Shoe Dressings and Dyes 
Shoe Ornaments 
Shoe Trees 
Spats 
Vamp Rollers and Stretchers 
Women’s Division: 
Ballet 
Tap 
Russian boots 
Dancing sandals 


Camping boots 
Riding boots 
Sport moccasins 


High grade: 


Dress 
. Orthopedic 
Sport 


Medium grade: 
ess 
Orthopedic 
Sport 
Popular Priced 
Dress 
Orthopedic 
Sport 
Party Slippers 
House Slippers 


Windows: 
Books on window trimming 
Backgrounds 
Display Fixtures: 
Price tickets 
Show card service 


Dancing— 





Manufacturers who have merchandise or equip- 
ment not listed above are requested to advise this 
department. 
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the shoe feature that 


What would an X-RAY 


show of your 
business for 1932 ? 


‘Would it show you adding your share of new 
‘customers?... holding on to old ones? These 
‘are questions you can answer “yes” to... 
if you feature Walk-Over Shoes with the 
‘Main Spring* Arch. 

Price appeal and style appeal are compet- 
‘itive appeals. The Main Spring Arch is your 
anchor to keep your customers from drifting 
‘to the dealer down the street. For no other 
‘shoe offers them such obvious advantages... 

none is so highly endorsed by foot health 


authorities. 





Last year Main Spring Arch shoe sales 
went ahead an average of 10%. That means 
‘that in bad times as well as good times men 
‘and women | want the greatest comfort in 
.shoes that money can buy. And they “stick” 
,to the dealer who can fit them to style and 
‘comfort in Main Spring Arch Shoes. 

Honestly, can you afford to do business in 
1932 without the repeat-business insurance 
to be had from featuring this nationally 


‘advertised line? *REG. U.S. PAT. OFF. 





e 
OF THE MAIN SPRING ARCH 


“saved” many dealers in 1931 


SRS ibe ARLE ELE ES 








@ Because its scientific design definitely supplements the natural functions of 
the foot... the Main Spring Arch is endorsed by foot health authorities the 
country over. Ninety per cent of adults have some ache or pain caused by foot 
or shoe trouble. Think that over in terms of your customers. 

This X-ray shows how the Main Spring Arch supports the three weight-bear- 
ing points of the foot: 1—base of heel. 2— base of small toe. 3 — base of great 
toe. A— Rubber pad under heel. B— The Main Spring Arch of resilient steel. 


C—Rubber pad at metatarsal arch. 

. There are a few open towns where the Walk-Over franchise is 
i available. Act today. Address: GEO. E. KEITH COMPANY, 
Hi CAMPELLO, BROCKTON, MASSACHUSETTS 





|WALK-OVER SHOES 
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FASHION ». «© «© «© «. # 0° » \QUAEE 


The 1932 customer can- 
not afford to make mis- 
takes—she will demand 
spring shoes that are 
correct in color, made 


from durable materials. 


NEW CASTLE COLORS ARE KEYED TO SPRING COSTUMES 


NEW CASTLE KID REMAINS A QUALITY LEATHER 


be New Crtle 


Samples by request to rw 1762-100 Gold Atreet, New York 


le lls C. ps a 
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NATIONAL NEWS 


SATURDAY, JANUARY 9, 1932 


EVERY WEEK 





>» HOW’S BUSINESS ¢ 





Interna’t’l Orders Gain 


St. Louis—Orders received by the 
International Shoe Co. during its fiscal 
year ended Nov. 30, last, showed an in- 
crease of 8500 pairs daily, the com- 
pany’s factories producing 44,807,238 
pairs, an increase of 620,716 pairs over 
1930, according to the company’s finan- 
cial statement sent to stockholders over 
the week-end by W. H. Moulton, presi- 
dent, and Frank C. Rand, chairman of 
the board. This year’s production is 
91 per cent of the company’s average 
annual production for the last five 
years, which includes the peak years 
of 1927 and 1929. 

Net sales of shoe and other manu- 
factured merchandise of $86,802,293 
against $102,393,618 for the previous 
year showed a dollar volume decrease 
of $15,591,325, which the report at- 
tributes “largely to reduced prices, but 
also to the public demand for lower 
grades in all types of merchandise.” 

Net earnings for the year amounted 
to $9,744,815, after deductions of $74,- 
667,869 for cost of goods sold after 
charging operating expenses, mainte- 
nance of physical properties, selling, 
administrative and warehouse expenses 
and credit losses, less discount on pur- 
chases; $1,701,724 for depreciation of 
physical properties and $1,343,319 for 
taxes, and addition of $655,435 miscel- 
leanous income. 

After payment of preferred divi- 
dends the net earnings are equal to 
$2.60 a share on the common stock, 
based on the average shares outstand- 
ing of 3,510,000 shares. Last year the. 
company earned $3.26 on the common 
stock on net profit of $12,874,104. 

The company, as of Nov. 30 last, had 
total current assets of $59,761,261, in- 
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cluding cash, $19,382,687; brokers’ col- 
lateral loan, secured by listed market- 
able securities, $2,000,000; accounts re- 
ceivable, $16,192,906, and inventories, 
$22,185,666. Current liabilities of $3,- 
013,167 include accounts payable, $1,- 
653,167, and reserve for income taxes, 
$1,360,000. 





New York Sales Down 


New YorK—The shoe business in 
this vicinty in November, 1931, was far 
from good, according to figures made 
public by the Federal Reserve Bank of 
New York, showing a drop in whole- 
sale sales of shoes of 21.5 per cent, 
compared with November, 1930, and of 
16 per cent compared with October, 
1931. The decline in November, how- 
ever, was not as marked as in October. 





SHOP TALK 
By 
H. F. B. 


Here’s a story. 
You figure out the moral. 


Two towns in New England 
About the same size 

And near each other 
Started out to raise 

Funds to decorate 

The business sections 

For the holidays. 


In one town the merchants 
Were reluctant to contribute 
So the idea was abandoned. 


In the other town the 
Merchants responded nobly. 
In fact they dug up 

More money than the year 
Before and put on a 
Bang-up scenery job. 


You can guess the outcome. 
Well, Christmas business 

In the second town 

Was the biggest the 

Merchants ever had experienced. 


Does it pay to advertise? 
Don’t be silly! 








While department store sales as a 
whole showed a drop of 10.5 per cent 
in November, 1931, from November, 
1930, sales of shoes in department 
stores registered a drop of 13.8 per 
cent. In chain stores total sales, 26 
per cent, despite a gain of 5.8 in the 
number of reporting stores. A sales 
per store comparison showed a decline 
of 30.1 per cent in November, 1931, 
compared to the same month in the 
previous year. 





Philadelphia Program 


PHILADELPHIA—Cutting down the 
general convention sessions to one, re- 
stricting that to the “brass tacks” type 
of discussion, and allowing more time 
for inspecting the lines of shoes dis- 
played are methods employed to make 
the 18th annual convention of the 
Middle Atlantic Shoe Retailers’ Asso- 
ciation at the Hotel Adelphia, Jan. 18, 
19 and 20, more helpful to those who 
attend it. 

The annual banquet has been elimi- 
nated and the entertainment restricted 
to a “Shoemen’s Frolic” on Tuesday 
night. 

The complete program, as announced 
by Cal. J. Mensch, managing director, 
follows: 

Sunday, Jan. 17—Inspection of ex- 
hibits; afternoon, 5 to 7 o’clock, regis- 
tration. 

Monday, Jan. 18—9 a. m., registra- 
tion; 9 a. m. to 9 p. m., inspection of 
exhibits. 

Tuesday, Jan. 19—9 a. m., registra- 
tion; 10.30, business session. a. What’s 
Ahead Tomorrow—Supply and Prices. 
b. The Future Status of the Retailers. 
c. Style and Its Influence. d. Retail 
Merchandising to Open Forum. 1 p.m. 
to 8 p. m., inspection of exhibits; 8.30 
p. m., Shoemen’s Frolic—admission 
free. 

Wednesday, Jan. 20—9 a. m., regis- 
tration; 9 a. m., inspection of exhibits. 
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COM FO RT 


Q.9 Spe ct Oo Me 


(err Box Toes give your customers 
real toe comfort. There is no sharp edge 
line and no loose or wrinkled linings to cause 

discomfort because: Celastic thoroughly im- 

pregnates the lining and doubler, fusing the 

THE QUALITY upper into one piece. The comfort and style 
of Celastic-equipped shoes will be especially 

BOX TOE appreciated by travelers who know the value 


WwW of ease and appearance in footwear. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS’ 
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Northwestern Program 


MINNEAPOLIS—Secretary H. S. Mc- 
Intyre announces the official program 
of the fourth annual convention of 
the Northwestern Shoe _ Retailers 
Regional Association for January 18- 
20 in the Hotel Saint Paul, St. Paul, 
Minn., to be preceded at 1 p. m. Janu- 
ary 17 with-the annual dinner of 
directors and officers. 

The program is as follows: 


Monday, Jan. 18 
FORENOON 

Registration. 

Turning in of Railroad Certi- 
ficates. 

Inspection of Sample Lines in 
Convention Hotel. 

NOON 

Luncheon, 12.15 o’clock. 

Call to Order, E. A. Rice, Presi- 
dent. 

“A Word of Welcome,” Hon. 
Gerhard Bundlie, Mayor of St. 
Paul. 

Address—‘An Answer to Pessi- 
mism,” Hon. Theodore Chris- 
tianson, Former Governor of 
Minnesota, Vice-President. O. B. 
McClintock Co., Minneapolis. 

President’s Message. 

Committee Appointments and An- 
nouncements by Secretary. 

Greetings from the Shoe Travel- 
ers—Ross Bates, Northwestern 
Shoe Travelers Association. 

Introduction of Visitors. 

Round Table—“How Should Re- 
tailers Adjust Price Lines in 
Women’s Shoes to Meet Pres- 
ent Day Customer Demand?” 
Led by B. C. Bowen, Chicago, 
Western Manager, Boot & SHOE 
RECORDER. Discussion. 

Round Table—“Does the Manufac- 
turer of National Advertised 
Shoes Allow the Retailer a 
Markup Commensurate With 
Present Day Costs of Operat- 
ing a Retail Shoe Business?” 
Led by Max Steinbauer, Winona, 
Minn. Discussion. 

The remainder of the afternoon 
and the evening left open to give 
retailers opportunity to inspec- 
tion of sample lines on display 
in the convention hotel. 


Tuesday, Jan. 19 
FORENOON 
Inspection of sample lines of shoes. 
NOON 

Luncheon, 12.15 o’clock. 

Call to Order. 

Address—“Fashions for Spring in 
Women’s Footwear and Gar- 
ments,” Miss Ruth Kerr, New 
York City, Style Director, Calf 
Tanners Association. Discussion. 

Round Table—‘When to Buy Style 
Shoes,” led by J. A. Langley, St. 
Paul. Discussion. 
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MODERN MOTHER GOOSE 





“There was an old woman who lived in a shoe, 
She had so many children, she didn’t know what to do.” 


George Marott of Indianapolis, Ind., had this old fable in mind when he decided 
to have a new delivery truck built, and encountered some difficulty in having the 
body constructed. But, Mr. Marott insisted on the body being designed like a shoe. 


The design was easy, but the building was difficult. 
stop and look, and children to shriek in comment. 


Round Table—“Getting a Profit on 
the Shoes We Buy,” led by T. 
Frank Jaques, Des Moines, Iowa. 
Discussior 

Caucus by States to 
State Officers. 

Remainder of the afternoon and 
the evening left for inspection of 
exhibits. 


Wednesday, Jan. 20 
FORENOON 
Inspection of exhibits. 


NOON 

Luncheon, 12.15 p. m. 

Announcements. 

Address—‘A Simple Method of 
Stock Control,” H. E. Sandahl, 
‘Sandahl, Pearson & Co., certi- 
fied public accountants, Minne- 
polis. Discussion. 

Round Table—“Price and Style 
Tendencies in Men’s Shoes,” led 
by Arthur Johnson, Sioux Falls, 
S. D. Discussion. 

Round Table—‘How to Cater to 
the Growing Girls,” led by 
Ernest Westbury, Iowa Falls, 
Iowa. Discussion. 

Round Table—“Price Tendencies 
in Children’s Shoes,” led by C. 
A. Kilbourne, Minneapolis. Dis- 
cussion. 

Report of Resolutions and Nomi- 
nating Committees. 

Election of Officers and Announce- 
ment of 1933 Convention City. 

Adjournment. 

Meeting of Newly Elected Officers 
and Directors. 


EVENING 


Annual Banquet, 7 o’clock. 
Awarding of Cash Prizes. 
Dancing until Midnight. 


Nominate 
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It has caused pedestrians to 
It’s the talk of the town. 





Eight New Schiff Units 


CoLUMBUS — Eight new units were 
added to the list of retail outlets op- 
erated by the Schiff Co. which has 
headquarters in Columbus during the 
past few weeks. A new department 
was opened in the Louis Saks Co. of 
Birmingham, Ala. This is the second 
store in Birmingham. F. Klenke, dis- 
trict manager for the southern division 
will make his headquarters at this 
store. 

A second unit was opened in Jack- 
son, Mich., located in the Stillman Dry 
Goods Company. William S. Shapiro 
has been made manager. 

A department in the Federal Chain 
Stores at 5504 Michigan Avenue, De- 
troit, was opened with M. Bruson as 
manager. 

Two new units were opened in Chi- 
cago, one a department and the other 
an individual store. The department 
is located in the S. & H. Department 
Store with M. R. Cohen as manager. 
The individual store was opened at 
6356 Halsted St., under the name of 
the R. & S. Shoe Store with Irving 
Marks as manager. Harry Greenberg, 
manager for the Chicago district, su- 
pervised the opening of these units. 

A store was opened as a department 
in the Grand Leader Dry Goods Com- 
pany at South Bend, Ind., with Ear] ; 
Coplon as district manager. 

A unit in the Reads Department 
Store at Reading, Pa., was opened with 
Sid Hyman, manager. 

At Beloit, Wis., an individual store 
was opened with William Trezona as 
manager. C. C. Harting is supervising 
manager. 
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WHERE TO BUY 


Shoe Forms 


L Jarry Forms} 


FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 


FAIR YLITE 
Shoe Form Co. Ine., Auburn,N.Y. 


WHERE TO BUY 
Men’s Shoes 





“A MAN’S DECISION” 


THE , 


N. Y.—915-917 Marbridge Bldg. 











Tus 


eS 





(?) ror MEM 
M.A. PACKARDCO., 
CO., Makers 





NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. ; 
MEN’S FINE SHOES EXCLUSIVELY 








Stacy Adains Co. 
Manufacturers of 
MEN’S FINE 

SHOES 




















HIGHEST GRADE ONLY” 


a 














Pokorny to Move Store 


NEW ORLEANS—Pokorny’s shoe stores 
have leased a 19-foot frontage at 706 
Canal Street, according to Ralph P. 
Levey, secretary-treasurer, and _ will 
move the store with 14-foot frontage 
they now operate at Canal and Caron- 
delet Streets to the new location on Jan. 
25. In addition to this store, Pokorny’s 
operate a shoe store at 124 St. Charles 
Street. Mr. Levey said: “We are 
meeting the demand for new lowered 
prices by reducing our retail prices for 
the consumer, accepting lower profits 
during this period to retain the large 
army of Pokorny wearers which 72 
years of conscientious effort has built 
and we are determined to add new 
wearers. We believe that lowered 
prices will make increased business and 
more wearers for Pokorny shoes.” 


Ad Club Gave Shoes 


BALTIMORE — Some 4000 pairs of 
shoes made in factories of Baltimore, 
Md., were sold to the Advertising Club 
of Baltimore which enabled the Ad 
Club to outfit in shoes that many chil- 
dren, in keeping with an annual cus- 
tom to outfitting shoeless children of 
the Monumental City. The number of 
shoes given away to children by the 
Ad Club this year was greater than 
originally planned because of the press- 
ing shoe needs of children who appeared 
at the distributing point, Redwood 
Street and Hopkins Place. 

A corps of shoe fitters, about 40 in 
number, recruited from the shoe shops 
and shoe departments of department 
stores of the city, fitted the children. 
They were in charge of A. J. Bourbon 
of the O’Neill Co., the Baltimore mem- 
ber of the Hahn Department Stores, 
Inc. 


See Good Business Ahead 


RICHMOND, VA.—Salesmen attending 


mid-Winter conferences with the gen-: 


eral office force of the Craddock-Terry 


Company, at Lynchburg, Va., are being | 
-advised that indications are that the 


factories of the company will be oper- 
ated on full-time schedules the remain- 
der of the Winter and through the 
Spring. 

Officials are making tht prediction 
that the company’s business next year 
will be larger than this year by at 
least a million dollars. A similar con- 
ference will be held later with South- 
eastern territory salesmen at Atlanta. 


Hold-Up Fails 


PITTSBURGH, PA.— Morris Wolf, 
owner of a retail shoe store at 1707 
Center avenue, was held up by an 
armed bandit at an early hour on Dec. 
25. The bandit flourished a revolver 
and started striking Wolf on the head. 
As he struck the second time the re- 
volver discharged and the bullet fatally 
wounded the companion of the hold-up 
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DATES AHEAD 


Annual Convention, National Shoe Travelers 
Association, Milwaukee, January 8 and 9, 1932. 

Boston Shoe Show, Hotel Statler, Boston, Jan- 
uary 11, 12 and 13, 1932. 

Middle Atlantic Shoe Retailers’ Association 
Convention, Hotel Adelphia, Philadelphia, Jan- 
uary 18, 19 and 20, 1932. 

Northwestern Shoe Retailers Association Con- 
vention, Hotel Saint Paul, St. Paul, Minn., Jan- 
uary 18, 19 and 20, 1932. 

Joint Conventions of Texas and Oklahoma 
Shoe Retailers Association, and Southwestern 
Shoe Travelers’ Association, Adolphus Hotel, 
Dallas, January 24-27, 1932. 

Annual Convention and Style Show, ladiana 
Shoe Travelers Association, Claypool Hotel, In- 
dianapolis, February 1 and 2, 1932. 

Ohio Valley Shoe Retailers Association, Desh- 
— Hotel, Columbus, Ohio, February 

and 9. 


ee ne 


He died a few minutes later in 
the hospital. Both of the bandits came 
from Youngstown, Ohio. The one 
under arrest will be held on a murder 
charge. He gave his name as John 
Keenan, Jr., and his age 21 years. 
The bullet that killed the bandit grazed 
the head of Mr. Wolf. 


man. 


Closing Department 


ATLANTA — The shoe department of 
the Eiseman Company, of which Ed. 
Yancey is manager, will be closed out 
on Dec. 31 with the other departments 
of the Eiseman store, it is announced. 
The department featured Bostonian 
shoes. 


Stole Shoes from Sidewalk 


COMMERCE, TEX.—Three cases of 
shoes were stolen from the sidewalk in 
front of the Grand Leader store here 
where they had been left by a truck- 
man. The driver returned to collect 
the charges and found the shoes had 
been taken. 


Robert Shop Quits 


CANTON, OHI0—The Robert Shop, 
men’s store, with a large shoe depart- 
ment, announces it is retiring from 
business. The store has been doing 
business in Tuscarawas Street, East, 
for the past several years, catering to 
men and boys exclusively. 


Blacks Sell in Missouri 


Kansas City, Mo.—About 80 per 
cent of the shoes sold to men are black. 
Black shoes have been very popular all 
season and it is an unusual thing to 
see a pair of' tan shoes nowadays. 
Some very dark browns are being pur- 
chased, but not many. 
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there is no 
substitute 
fora 
parachute... 


7] 
That’s prima facie or, liberally translated, clear on 
the face of it. 


Likewise, there is no substitute for a Miller Shoe 
Tree. A gadget or thingumbob naturally couldn’t 
keep a shoe in shape as well as a replica of the last 
over which the shoe was made . . . or those other 
things might even keep a shoe out of shape... 
which is something a Miller Tree could never do. 
Continue to play safe . . . entrust your reputation 
and customer confidence to Miller Trees. 


O. A. MILLER TREEING MACHINE CO. 
BROCKTON, 


MILLER 








Boor AND SHOE RECORDER 
combining THE SHOB RETAILER, Jan. 9, 1932 











WHERE TO BUY 


Men’s and Women’s 





Bees 8 pad 
purple etd pas 
stock. Wri 


Chicago, =? 











Ww. 58. Cl ax. a: ae & SONS, INC., 
HAVERHILL, MASS. 
Men's Full Leather Lined 

Handturned Slippers 
Priced from $1.85 
Kid Pullman Slippers, 
colors and Black with 
Snap Pocket $1.50 
Zipper Pocket $1.70 





























HORCO SLIPPERS are made better— 
and sell better—than any other slippers 
- —e — in the popular price 
ples on Request 
VINCENT "HORWITZ Cco., Ine. 


64-76 W. 23rd St. New York City 















\ 
Dancing Shoes and Taps 


eel 


il 


VHERE TO BUY 



















BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts. 


With Taps 
TAP SHOES Attaches 
IN-STOCK 
No. 9780—Black Kid 
$1.70 






No. ee 
Leather 
$2.20 





Philadelphia 









* 





PROEROMONAL a 


KENDALL’S - 




















Style No. 11 Patent Lea. 
Women’s 2 to 8, B and C 


2. 
Misses’ |! to 2, B and C 
$1.90 







. & pair 


le No. 12 
tack Kid 
Women’s 2 to 8, B and C 


Misses’ 11 to 2, B and C $1.65 











* 









KENDALL SHOE COMPANY * 


HAVERHILL, MASSACHUSETTS 











Departmentizing a wholesale show room is a new idea that has been tried out in 
the New York sample rooms of Collella & Leighton. 
fairly good idea of the arrangement of the three rooms, all decorated and furnished 
in attractive modern style—one room for afternoon shoes, one for sports shoes and 
one for evening shoes. 


A TRIPLE SHOW ROOM 




















The picture above gives a 





ABOUT PEOPLE 








E. A. Taylor Resigns 


BuFFALO, N. Y.—Elmer A. Taylor, 
who for the last year has been buyer 
of women’s and misses’ footwear for 
J. N. Adam & Co., a unit of the Asso- 
ciated Dry Goods Corp. of New York, 
has resigned, it was announced by 
Russell Ratigan, divisional merchan- 
diser with supervision over the shoe de. 
partments. Mr. Taylor has not an- 
nounced his future plans. 
sor has been appointed. 

Before tecoming shoe buyer for J. N. 
Adam & Co., Mr. Taylor was associ- 
ated for almost three years with the 
Philadelphia store of John Wanamaker 
Co. as assistant shoe buyer and for five 
years prior he oceupied a similar posi- 
tion with Strawbridge & Clothier of 
Philadelphia. He started his career in 
the retail shoe field with the Rogers 
Shoe Co. of Decatur, IIl., and for five 
years he was manager of the Smith 


Shoe Store of Philadelphia. 





F. A. Page Resigns 


BuFFALO—Floyd A. Page has re- 
signed as district manager of the Sterl- 
ing Shoes Corp., of Buffalo, which op- 
erates a chain of 10 retail shoe and 
hosiery shops. He has been associated 
with the company for 13 years and for 
several years was manager of the Main. 
Street store of K. W. Watters & Co., 
Inc. Before joining the chain organ- 





ization Mr. Page was for several years 
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No succes-. 


identified with Westcott-Whitmore Co., 
women’s shoe jobbers and wholesalers 
of Syracuse. Mr. Page has not an- 
nounced his plans for the future. 





Spike’s Latest Stunt 


Kansas City, Mo.—As a gentle hint 
te his customers that he would like to 
have them include shoes in their Christ- 
mas purchases, “Spike” Arnold of the 
Bostonian Shoe Store mailed out post- 
cards with this message: “SEZ I 2 U 
We have too many Spats, Golf shoes, 
‘Airplane’ ties, ‘Hold-Up’ suspenders, 
‘Sta-Hom’ house slippers, shoe trees 
and Golf shoes. Phone orders filled 
8.0.8.” 

“Spike” seems to have no difficulty 
in originating novel advertising 
“stunts.” Recently he placed a wooden 
spike, about six feet in length and 
about six inches in circumference, 
against the wall in the front part of 
his shoe store.. It was a massive look- 
ing “nail,” coated with silver paint. 
When some of the many young boys 
that are customers of the store came 
in, “Spike” would lead them over to 
his namesake, ask them if they felt 
real strong, and if they did to try and 
lift the piece of wood. The husky ones 
would brace themselves, grasp the wood 
and get a big surprise. The spike was 
made of balsam wood and was so light 
that a child could carry it all over the 
place. Each one who was April-fooled 
would bring in another victim, and the 
idea has brought some new customers. 
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and strap models. Price $1.75 a pair. 



































This is the open top AnkleHi Fairy Form which 
is especially good for displaying Wales ties, sandals 





A New IDEA 


to Help You Sell Shoes || ° 


Get a few pairs of these AnkleHi Fairy Forms. Slip 
them in your display shoes. Then put them in your 
windows or wherever people pass. You will be 
amazed at the sales they make. 


AnkleHi Fairy Forms are flesh tinted. They have a 
atented cross-bar for width adjustment and a special 
eel which makes them easy to insert and remove. If 

your manufacturer does not supply you with window 
shoes Ankle-formed, or your jobber cannot supply 
you with these forms, order direct from us. 


SHOE FORM CO., Inc. 
Auburn, New York 





Licensed Manufacturing Branches 
United Last Co., Ltd., Montreal, Que. 














| Northampton Paris Frankfort Melbourne 

| ; 

England France Germany Australia 
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Retailers, Manufacturers, 
Wholesalers, Tanners 





Mail us at once a complete list of the 


trade marks and brands of your prod- 


ucts for publication in the ° 


BOOT AND SHOE RECORDER 


Trade Mark Directory 
FOR 
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SEND TO— 


BOOT AND SHOE RECORDER 
TRADE MARK DIRECTORY 
239 WEST 39th STREET 

NEW YORK, N. Y. 
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To Shoe Store Owners 
and Managers 


AFREE Booklet 


New Siyles in 
SHOP ie 


END for this Book now so you will have it when considering 
S seating for your shop. Thirty-two pages of seating sugges- 

tions for modern shops. Helpful and practical. Shows you 
the economy ofinstalling American Interlocking chairs. How they 
beautify your shop. Enable you to comfortably seat more custom- 
ers with greater speed. It will pay you to consult this book be- 
fore buying. Send for your free copy. Use the convenient coupon. 


American Seating ee 


Makers of Seating ‘for Shoe Stores, Schools, 


Churches and Public Auditoriums. 


General Offices: GRAND RAPIDS, MICHIGAN 
Branches in All Principal Cities 


ed MAIL THIS COUPON--------- 


AMERICAN SEATING COMPANY (BS10) : 
Grand Rapids, Michigan 1 

Please send me without obligation, your FREE 32-Page Book, “New 1! 
Styles i in Shop Seating.” ; 
1 
! 
i] 
I 
i] 
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WHERE TO BUY 
Children’s Footwear 





High Grade 
Goodyear Welt 
Shoes in Stock 


WISWELL-TREANOR 


1) SHOE CO. 


CEDAR GROVE 
Saas IDEAL BABY 


WISCONSIN 
SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles— infancy to 
four years! 


Danvers, Mass. 











Children’s Fine » Goodyear Welt Shoes 
THE GILBERT. SHOE CO. 








PATENTED 


ROBA> 
SHOES. 


Finest Quality Children’s Shoes 
M fi d i ly since 1892 
by 


SHAFT-PIERCE SHOE CO. 
FARIBAULT, MINN. 
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WHERE TO BUY 
W ork Shoes 





cE a NCCE 


SMALL BUT EFFICIENT 








Here’s a compact but highly efficient shoe department for children in the Jack and 


Jill store, devoted to children’s outfits, at Madison, Wisconsin. 


The double row of 


chairs take care of twelve customers at a time and the three sided arrangement of 
stock makes for quick fitting. 








Nankin Withdraws from Firm 


MIAMI—Max M. Nankin, vice-presi- 
dent of the Cowen-Nankin Shoe Stores, 
Inc., four stores in Miami and one in 
Fort Lauderdale, has withdrawn from 
the firm, as of Jan. 1, and has taken as 
his equity one of the Miami stores, the 
Juvenile Bootery at 8 South Miami 
Street, and the Fort Lauderdale stores. 

The other three stores, the Cowen- 
Nankin shoe store at 59 East Flagler 
Street, the Economy shoe store at 6-8 
N. E. First Street, and the Florsheim 
shoe store at 2 West Flagler Street, 
will continue to be operated by the 
Cowen-Nankin Shoe Stores, Inc., with 
Morris L. Cowen as president and 
Henry Bulbin as secretary-treasurer. 


Staley Talks 


COLUMBIANA, OHI0O—Henry Staley, 
who has been active in the retail shoe 
business here for 47 years, gave his in- 
teresting experiences before an open 
meeting of the Kiwanis Club recently. 
During his career he was employed by 
five different stores and has been in 
business for himself since 1919. 


To Sell Sarra Tucker Shoes 


Lynn, Mass.—Richard Fairband, 
Jr., former buyer of low priced shoes 
for women with James McCreery & 
Company, New York, has joined the 
sales staff of the Sarra Tucker Shoe 
Company, manufacturers, of this city, 
and will travel the New England and 
Pennsylvania territories. 
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Atlanta Changes 


ATLANTA—The closing of the Eise- 
man store is making a number of 
changes in the shoe business the first 
of the year. Ed Yancey, who operated 
the men’s shoe department at LEise- 
man’s, goes to the Copley Store, where 
he has leased the shoe department for 
the past year. While Charles Wilkie, 
who has been in charge of the Copley 
shoe department, will go to Rich’s, Inc., 
as manager of the men’s shoe depart- 
ment, it is stated. 


George W. Towle 


Boston—George Towle, well-known 
shoe salesman who traveled out of New 
England for many years, died last week 
following an illness of more than a 
year at the Palmer Memorial Hospital 
here. Mr. Towle was buried on Fri- 
day. He had a wide acquaintance and 
many warm friends, both among trav- 
eling salesmen and among retail mer- 
chants. 


Flemming Honored 


CoLuMBUSs, OHIO—Arthur A. Flem- 
ming, a shoe dealer at 1021 Mt. Vernon 
Avenue, was honored by being elected 
president of the Mt. Vernon Avenue 
Retailers’ Association at the recent an- 
nual meeting. He is to be installed in 
the office at a meeting to be held early 
this month. 
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Look AHEAD... 





ie we all know the history of 1931 
. .. that’s just so much water over the 
mill. Black or red figures in the ledger. 
But like thousands of good merchants in 
this country you’re here to stay . . . bad 
Like all 


merchants who have been compelled to meet the times 


years as well as good years. 


you have made a forceful price appeal. That sells goods... 
today. But there’s only one thing that will make your 
customers come back to you in 1932... the quality and 
satisfaction of the merchandise you’ve sold them. 


Shoes—for instance. For every two stores featuring a 
quality line of shoes in 1929 there’s only one left today. 
Naturally there’s twice as big an opportunity for the stores 
still selling quality shoes. 


Competition in the quality field has decreased while com- 
petition in the price field has increased. 


Women who have tried cheaper shoes complained about 
fit... wear...comfort. They’re looking for quality shoes 
again —at a reasonable price. 


These are the plain facts. Think them over. And think 


this over too: 


I. Miller has a record for style, quality and value which is 
unequalled in any shoe proposition offered today. Every 


LMILLER 
Beautiful, 






Harris and Ely Avenues 
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fashion magazine and fashion expert recog- 
nizes the unquestioned leadership of I. Miller 
in the realm of footwear. This reputation 
has been enhanced during more than’ 25 
years of serving the finest clientele in the 
country—and giving to them not only ex- 
quisitely beautiful shoes but footwear made to give the 


utmost in comfort, snug fit and good wear. 


There are thousands of women in your city who know 
about I. Miller and want I. Miller shoes. Perhaps this 
business can be yours. Why not investigate today by writ- 
ing a letter addressed to the President of this organization? 





6 REASONS WHY 


I1—I. Miller is the largest manufacturer of high- 
grade shoes in America. 2—We carry the largest 
in-stock department maintained by any quality shoe 
manufacturer in the country. Thus I. Miller cuts down 
your inventory and helps you get quicker turnover. 
3—I. Miller shoes have been advertised nationally 
for more than 20 years. Your customers know what 
I. Miller stands for. 4—I. Miller has achieved the 
widest distribution in the country for branded high- 
grade shoes. &—The new I. Miller prices—10.50, 
12.50 and up—are the best values you can get any- 
where in the country. 6—I. Miller knows the retailer’s 
problem. We operate our own stores in New York 
and Chicago as a proving ground for our ideas. 


LER 
















Shoes 


- « Long Island City 












































WHERE TO BUY 
Ballet Slippers 


rN em, et nnieeniieend 








DURO-TOE PATENTS 
MEAN PROFIT FOR YOU! 


Capitalize on the exclusive fea- 
tures of this long-wearing Toe- 
Slipper created by CAPEZIO. 
New broad toe last. 











Patented suede toe pro- 
tector doubles wear, 
White, Pink, 
Satin, Black Kid, to 
retail profitably at $5.50 






k about 
franchise. 
CHICAGO 
OFFICE: 
159 No. State St. 


LOS ANGELES 
OFFICE: 


1533 Rosalia Road 


MAIN OFFICE 
AND FACTORY 








HARD TOE DANCING oeeruns 


4 
Pink, wolte 
Black Satin, $260 
Black Kid PAIR 
Sizes: a... nee ,4 8 A es 
Send - oie ‘and 
Agency Proposition 


BEN & SALLY THEATRICAL FOOTWEAR, Inc. 
244 West 42nd St., New York, N. Y. 




















In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 











BALLET SLIPPERS 


Rights and Lefts Two Grades 









Wom. Miss Chil. 
$1.40 $1.35 $1.30 
1.25 1.20 1.15 


Professional Ballet Slippers 
Also 
CHICAGO FOOTWEAR I 

COMPANY n Stock 
325 W. Monroe Chicago, Ill. 











BLACK KID BALLET 


SLIPPERS =o 
IN STOCK 
P BU OD Borccccccccccccces $1.35 
Mieses’ 11% to 7 ieee deans cesses 1.80 
Ge © OO B28. cccccvcesecce 25 


Be 
Hard Toe $1. 100 per pair Higher 


ners SHOE O0., Manufacturere 
N. 4th St., Philadelphia 











Ahead of Last Year 


LOUISVILLE—The holiday season saw 
a great improvement in the shoe busi- 
ness, with good sales in all stores. 
Byck’s, the Boston and the Bon Ton 
are among the shops reporting an in- 
crease of from 20 to 25 per cent for 
December sales over last year. Evening 
slippers and bedroom slippers were 
most in demand, though general selling 
was good. Byck’s also noted a decided 
tendency toward the wearing of brown 
kid and other brown shoes. Evening 
sandals also were so popular that it 
was difficult to keep enough in stock. 


« ON THE SELLING END « 


News of the Travelers and Sales Activities 





Joss Heads Boston Group 


BostoNn—Charles E. Joss was elected 
president of the Boston Shoe Travelers’ 
Association at the annual meeting held 
in the rooms of the Boston Chamber 
of Commerce. With him will be asso- 
ciated as vice-president Harry Hunter, 
and William Noll was re-elected by 
acclamation to the secretary-treasurer- 
ship. 

William Brant was elected to the 
executive committee for a term of one 
year, and J. G. Lenney and Guy Small 
for two. The meeting, preceded by a 
luncheon, was one of the most largely 
attended of any held in recent years. 

Following the regular routine busi- 
ness, addresses were made by Thomas 
F. Anderson, secretary of the New 
England Shoe and Leather Association; 
Charles C. Hoyt, treasurer of the Bos- 
ton Shoe and Leather Fair; Charles 
W. Morrill, chairman of the insurance 
committee of the National Shoe Trav- 
elers’ Association, and Thomas A. De- 
lany, secretary-treasurer of the same 
association. 

It was voted to instruct the Boston 
association delegates to the national 
convention to work for a ticket com- 
posed of John S. Whittemore, retiring 
president of the: Boston local and 1931 
vice-president of the national, for presi- 
dent; E. H. (“Bob”) Moody of the 
Southwestern association for vice-presi- 
dent, and Thomas A. Delany for sec- 
retary. A prize for having brought in 
the most new members of the year was 
awarded to George J. Loveley. 


Southwestern Election, Jan. 25 


The regular business meeting of the 
Southwestern Shoe Travelers Associ- 
ation will be held on Saturday, Jan. 23, 
and the meeting for the election of offi- 
cers will be held at Dallas on Monday, 
Jan. 25. Every member is urged to be 
present, as important business is to be 
transacted. L. O. Cobbler, president of 
the association, has issued an official 
announcement of the meeting. 


Groenewold With Vulcan 


PORTSMOUTH, OHIO—H. C. Groene- 
wold has been added to the sales force 
of the Vulcan Corporation, with head- 
quarters in Milwaukee and traveling 
Wisconsin and neighboring States. 
Mr. Groenewold has been a shoe sales- 
man for years and is thus well equipped 





to sell lasts and heels. 





Hardy Heads lowa Travelers 


The Iowa National Shoe Travelers 
Association held its first meeting of 
1932 at the Hotel Fort Des Moines, Des 
Moines, Iowa, Jan. 2, and elected the 
following officers for the ensuing year: 

C. F. Hardy, Des Moines, Iowa, presi- 
dent; O. R. Blechinger, Des Moines, 
Iowa, first vice-president; O. E. Ham- 
ilton, Des Moines, Iowa, second vice- 
president; reelected secretary-treas- 
urer, J. E. Wm. Prescott, Des Moines, 
Iowa. 

L. D. Ream was appointed delegate 
of the Iowa National Shoe Travelers 
Association, to represent it at the an- 
nual convention of the National Shoe 
Travelers Association to be held in 
Milwaukee, Jan. 8-9. 


Frederick With “Dainty-Maid” 


BROOKLYN, N. Y.-—R. E. Frederick 
has withdrawn his interest in the Belle 
Craft Slipper Co. and is now associ- 
ated with Dominick J. Calderazzo’s 
corporation, “The Dainty Maid Slipper 
Co.” Mr. Calderazzo, who is known 
to all the shoe trade as “Domi- 
nick,” is one of the best slipper factory 
men in the East. Popular-priced soft- 
soled slippers for men and women, as 
well as cemented beach sandals in both 
novelties and staples, are being fea- 
tured. The selling end will be handled 
largely by Frederick, who will cover the 
large city trade as he has been doing 
for the past 15 years. Manufacturing 
headquarters are at 118 Sandford 
Street, Brooklyn. 


Thrash with Selby 


ATLANTA—John Thrash, well-known 
Atlanta shoe man, who for the past 
year has been connected with the Bona 
Allen Shoe Company at Buford, Ga.. 
has resigned to accept a position with 
the Selby Shoe Company, of Ports- 
mouth, Ohio. Mr. Thrash will cover 
the Southern territory for the com- 
pany. 


Rochester Shoe Travelers Elect 


ROCHESTER—The annual meeting of 
the Rochester Association of Traveling 
Shoe Salesmen was held at the Elks 
Club on Saturday, Dec. 26. 

Officers elected for 1932 are James 
P. Beatty, president, Gus A. Schaub, 
vice-president, and Clark B. Rowley, 
secretary-treasurer. 
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LITTLEWAY LASTING 
ELIMINATES TACKS 
SHANK sat a 


PERFECT PREPARATION 
SOLE ATTACHING 


by 


LOCKSTITCH 
Gua 


CEMENT 


THE LITTLEWAY PROCESS CO. 
140 Federal Street 


BOSTON 























WHERE TO BUY 
Women’s Shoes 








FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 














WHERE TO BUY 
Spats 
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BOND STREET 
Aputs 


Best known, most de- 
manded line. Styled in 
England and made in a 
full range of sizes = 


correct colors. Backed by 
powerful radio advertising 
over a Columbia Broad- 
casting System network— 
Supported by strong mer- 
chandising helps, attrac- 
tive packages, etc. Immediate delivery from stock. 
Write for samples. 
THE WILLIAMS MFG. COMPANY 
Portsmouth, Ohio, U. S A. 
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WHERE TO BUY 


Riding Boots 








For Men, Women and 
Children—also 


Jodhpurs and Field 
Boots. 


Write for catalog. 


RIDING BOOTS 
IN-STOCK 














Expands Children’s Department 


LOUISVILLE—The Boston Shoe Com- 
pany, 417 Fourth Street, Louisville, 
recognizing that vision and progressive 
policies are necessary to successful 
merchandising in the future, have 
opened a large new department ex- 
clusively for misses and children. 

According to J. C. Fedler, 3rd., the 
firm feels that the juvenile trade offers 
a large field, which has been neglected 
by the majority of shoe stores. So the 
Boston has moved its children’s depart- 
ment from the balcony and is devoting 
the entire second floor, covering 3000 
square feet to this purpose. The front 
end is used as a modern play room, 
with a big horse mounted on springs 
which rocks back and forth most real- 
istically, a sliding board and a desk 
fitted with games. Just beyond this 
are a number of softly cushioned gray 
wicker chairs that invite the mothers 
to rest while the children play. 

The sales room itself is most attrac- 
tive in every way. Its deep cream 
walls contrast pleasantly with the 
mahogany woodwork of the stock 
shelves and windows. A frieze depict- 
ing hunting scenes, running around the 
wall just over the stock shelves strikes 
an interesting note while on top the 
shelves are various decorations ap- 
propriate to the season to interest the 
children. Among them are a Santa 
Claus, a Christmas tree, tall red 
candles of mammoth size and a glisten- 
ing white snow man. The room is 
flooded with daylight and there is 
abundance of space with plenty of 
chairs to take care of the Saturday 
crowds. 

The new department was opened 
with festivities that drew a throng of 
children. Santa Claus acted as host, 
distributing presents, balloons, candy 
and oranges, while Little Miss Acrobat 
from the Scaft-Pierce Shoe Company, 
danced three times every afternoon, 
for the entertainment of the youngsters 
during the week. The children and 
their parents have not only come to 
the department. They have bought 
shoes. During the first four days after 
the opening, sales of children’s shoes 
jumped 25 per cent over the same 
period of last year. 

Miss Kitty, in charge of the depart- 
ment, is an enthusiast in her work and 
brings long experience in fitting chil- 
dren with shoes to her aid in making 
this department an outstanding suc- 
cess. An important feature is the 
X-Ray fitting machine, by which it 
can be accurately determined just how 
much room the shoe is allowing for 
the growth of the little feet. 





Store Leased in Pottstown 


POTTSTOWN. PA.—Heymann & Bro. 
have leased, for a term of years, the 
store at 204 High Street to the Reading 
Shoe Market, Inc., trading as Mary 
Jane Shoes. The space leased has a 
frontage on High Street of 25 feet by 
a depth of 100 feet. 
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Buys First Shoes at 87 


Elkin, N. C., Dec. 2I—E. M. Holloway, 
87 years old, wore his first pair of fac- 
tory-made shoes today. Whittling out 
ax handles is his business, but shoemak- 
ing has been an important side line, so 
he has always cobbled his own. But he 
made up his mind every man is entitled 
to at least one pair of ready-made shoes 
in an octogenarian’s lifetime, so he dug 
down into his lifetime savings and came 
to town to make the purchase. 





Shoe Window Broken 


LOUISVILLE—A $200 plate glass win- 
dow was smashed in the Florsheim 
Shoe Store, 440 South Fourth Street, 
early Saturday morning, December 26, 
when a large car struck a parked auto- 
mobile, the latter, unoccupied, being 
shot across the street and sidewalk 
into the window from the far side of 
the street, while the car that caused 
the damage sped away, in a very 
unusual accident that is hard to ac- 
count for. Several persons saw the 
accident, but failed to get the number 
of the offending driver. 





Winning a Profit 
[CONTINUED FROM PAGE 41] 


The ensemble display is at its best 
when shown in an attitude of studied 
carelessness. Three tables and three 
models are needed. Copies of fine 
French heads may be obtained for from 
$8 to $15 apiece. The rest is merchan- 
dise. The background can always be 
adapted to the physical limitations of 
the store. The intensified appeal of this 
window is marked by a circle superim- 
posed on the photograph. Within it are 
arranged the articles of the ensemble 
in a seemingly casual yet extremely 
well-balanced manner. 

See how the pair of shoes just out- 
side the circle fills in what would be 
an empty void in the upper left of the 
window. The scarf hanging from the 
model on that shelf breaks the long 
‘ongitudinal lines and directs the eye 
to the place where the merchandise is 
concentrated. Next to it the gloves per- 
form a similar function. The tilted um- 
brella on the middle table rounds out 
the circle on one side while the stock- 
ings draped over the table on the left 
lo the same thing. The passerby doesn’t 
stop to figure this out, but it gets her 
attention just the same. The card in 
the center brings out the color theme. 
Dark brown suede. The display trades 
up and places a value on the goods 
which would be lost entirely if shown 
in a rigid, uninteresting manner. 

Color harmony, association and bal- 
anced display will sell ensemble sets. 
Why sell oniy a pair of shoes when you 
can also turn over three or four other 
items in the same operation and with 
the same amount of sales energy? 
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ast Styles 


AT POPULAR PRICES 


vW 


$3.00 


ROOM . , , , ’ C. F. 
556 Beautiful creations—look twice their cost. Don't STRASSNER 
sale ates fail to see these wonderful values. 4 
BOSTON LANGE 
7 N 


FRANKFORT, KY. 





Advance spring and summer styles to retail at 


$2.00 


WIDTHS AA-E—ALL LITTLEWAYS 


$4.00 














HOGE-MONTGOMERY CO., INC. 





Two Runway Shows at Boston 


Moe Jacob........ H. Jacob & Son, Brooklyn, N. Y. 


[ CONTINUED FROM PAGE 28] 


Lloyd Claff.......M. B. Claff & Son, Randolph, Mass. 





Wm. Ascher...... Frank C. Meyer Co., New York, N. Y. Lester Packard... Avon Sole Co., Avon, Mass. 








M. B. Claff...... M. B. Claff & Son, Randolph, Mass. Chas. Taft........P. W. Minor & Co., Batavia, N. Y. 

Lester Packard...Avon Sole Co., Avon, Mass. Leo Silverman....Consolidated National Shoe Co., Sanford, 
Ernest Lally...... L. C. Chase Co., Boston, Mass. Me. 

Harold Jencks....L. C. Chase Co., Boston, Mass. Frank Shapiro....Consolidated National Shoe Co., Boston, 
J. E. Foley....... Walden & Perry, Inc., Lynn, Mass. Mass. 











Walter R. White.. Louis G. Freeman Co., Swasipscott, Mass. 
F.. J, Dyer. ...055 Dyer & Hall, Auburn, Me. 

Jos. F. Corcoran Shoe Co., Brockton, Mass. 
Malcolm Arnold.. Mayflower Men’s Wear Corp., Kingston, 


John Lucey....... 
Mass. 


Maj. E. A. Rainey. F. M. Hoyt Shoe Corp., Manchester, N. H. 
Maj. J. Hanigan..F. M. Hoyt Shoe Corp., Manchester, N. H. 
Wm. J. Gleason..Corcoran-Gleason Co., Brockton, Mass. 
Murray Bernstein.. Panther Rubber Co., Chelsea, Mass. 
Michael Kelliher..Panther Rubber Co., Chelsea, Mass. 
Walter Arnold....E. J. Givren Shoe Co., 
E. J. Givren...... E. J. Givren Shoe Co., 
John Fogarty..... The Brown Co., Portland, Me. 
Eugene DuPont...The Brown Co., Boston, Mass. 
Harold Collins....The Brown Co., Boston, Mass. 





o_o 


Wm. Scholnick. . 


A. M. Collins... 
Hyman Spector... 


“Pete” Peterson.. 


Brockton, Mass. 
Brockton, Mass. 
Ray Murphy...... 


.Scholnick Shoe Co., Boston, Mass. 
Herman Shaw....Milchen Shoe Co., Boston, Mass. 

Sidney Ansin..... Ansin Shoe Co., Athol, Mass. 

. World Shoe Co., Boston, Mass. 

. Boston Quality Shoe Co., Boston, Mass. 
Harry Laybolt....Moulded Rubber Co,. Taunton, Mass. 
Henry Cohen..... Stedfast Rubber Co., Mattapan, Mass. 
.Stedfast Rubber Co., Mattapan, Mass. 
S..b.. Parker. ... Avon Shoe Co., Chelsea, Mass. 

Chas. Fenton...... Brockton Shoe Co., Holbrook, Mass. 
Eddie Newberg...Wm. Brown Shoe Co., Haverhill, Mass. 
Jos. S Stern......Stern Auer Co., Cincinnati, Ohio 

Ray Murphy Shoe Co., Haverhill, Mass. 
D. R. Kreider....A. S. Kreider Shoe Co., Annsville, Pa. 
W E. Kreider....W. L. Kreider Sons Mfg. Co., Palmyra, Pa. 








Takes on Added Duties 


NEw YorK—E. K. Spangler, shoe 
buyer for the women’s regular shoe 
department at James McCreery & 
Company, has taken over the thrift 
shoe department, formerly headed by 
Richard Fairband, Jr., who has re- 
signed. Mr. Spangler also will buy the 
children’s shoes, formerly bought by 
Miss Mary Downey, who has become 





general assistant to Mr. Spangler. 
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York Store Assigns 


York, Pa.—W. H. Miller and George 
L. Miller, individually and trading as 
W. H. Miller & Son, proprietors of one 
of the oldest and most prominent shoe 
stores in York, on December 7 made an 
assignment for the benefit of creditors 
to Claude L. Peterman and D. S. Peter- 
man & Company, local shoe wholesalers. 
Assets were given as $10,360.79 and 
liabilities as $8,514.17. 
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Shoe Shop Burns 


BALTIMORE—The Shoe Shop, operated 
by Sol Swerdlof at 207 North Eutaw 
Street, Baltimore, Md., was completely 
destroyed by a fire of unknown origin 
resulting in an estimated loss of $15,- 
000. Men’s, women’s and children’s 
shoes were carried and it is the plan 
of Mr. Swerdlof to reopen for business 
following necessary rebuilding which he 
plans to undertake immediately. 





CLAWIFIED ano WANT AD 


ee 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 

















SALESMEN WANTED 


SALESMEN WANTED 


BUSINESS OPPORTUNITY 








Are You Selling High Grade 
Shoes to High Grade 
Shoe Dealers? 


If so, and you can use more in- 
come, you will be interested in our 
live side line of infants footwear. 
Not just another line of shoes, but 
one built expressly to care for the 
infant during the creeping and 
early walking stage of develop- 
ment. ‘“Self-Starter” shoes have 
all the features and merit built into 
them that appeal to both mother 
and doctor. This short specialty 
line consists of about twenty shoes, 
easy to carry and handle. 10% 
commission. If you fulfill the 
question asked above, and are in- 
terested, write to—The Carpenter 
Shoe Co., Inc., Rochester, N. Y. 











S/ALESMEN WANTED who are interested in 
1 a real side line that will assure you greater 
income in 1932. “Step Rite’ infants shoes 
are full of merit, and proven repeaters. If you 
can devote a reasonable amount of time to the 
most practical infants first walking shoe on 
the market, get in touch with us. 10% com- 
salons. C. H. HAWKES & SON, Rochester, 





S ALESMEN wanted for short side line of 
most successful women’s pumps in America. 

Retail four dollars. Prompt stock service. 
eo commission. Address C-754, care Boot 

. aes — 239 West 39th Street, New 
or 


SALESMEN wanted to carry a complete line 
of quality work shoes and high tops. Old 
established line with popular prices. Straight 
commission basis ONLY. Plenty of good ter- 
ritory open. Address C-719, care Boot & Shoe 
Recorder, 209 South State St., Chicago, Illinois. 





ALESMEN WANTED: To carry a fast- 
selling, strong, up-to-date general line on 
commission. We carry good stocks on the floor 
of Women’s Novelty Shoes and semi-style num- 
bers, also complete lines of Men’s, Boys’ and 
Children’s Shoes. Only experienced men want- 
State references, age, and if you own car. 
The following territory is open: Western half 
of Kentucky, except Louisville and river towns; 
all of Tennessee, except northeastern ogg 
and — ‘Tne portion; greater part of 
eastern f CHARLES METIS SHOE 
COMPANY, CINCINNA TI, Ohio. Established 





W ANTED—Commission salesman calling on 

better class of Shoe Stores and Department 
Stores in Kentucky, Tennessee, and South- 
western Ohio, to carry short-line of New Style 
Galoshes of well known brand. Address C-763, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





S HOE FACTORY property in ideal town for 
shoe manufacturer to make money, best of 
experienced labor, low wages. This property is 
practically community owned and if you can 
employ good amount of labor you can get a real 
bargain. O. H. WATTS, Committee, Millers- 
burg, Pa. 





LINE WANTED 


W OULD LIKE TO TRAVEL Southern ter- 
ritory for a reliable shoe company. Am 
known in southern territory. Can furnish good 
reference. Prefer ladies line of shoes. J. L. 


LOVETT, Adel, Ga. 








SALESMAN with strong following throughout 
New Jersey and New York. Open for 
standard line men’s dress or work shoes. Ex- 
perienced representation assured. Travel by 
car. Address C-767, care Boot & Shoe 
Recasder, 239 West 39th Street, New York, 


aX. 





SALESMAN, with good following in trade 
having sold nationally known general line 
for years. Prefers line of Men’s, Boy’s and 
Children’s. Territory West Virginia, Maryland 
and part of Pennsylvania. Address Box 358, 
Cumterland, Md. 








WANTED TO PURCHASE 





We will pay the best price for 
your surplus or entire stocks of 8 
general merchandise or department 
stores. Leases assumed. 


Phone . Write - Call 
All matters strictly confidential. 

I. SIMON CO. 
101 Reade St., New York City 
Phone Worth 2-5922 Est. 1880 








ALESMEN—Side or full time high grade line 

stitchdowns, all territories, commission. basis, 

ood proposition. Displaying at Boston show. 

AYER-HERMAN COMPANY, INC., 11 
Sterling Place, Brooklyn, New York. 








W ANTED—Salesman to carry line Infant’s 

Prewelts, territories Iowa, Nebraska, Min- 
nesota and Missouri. Address C-755, care 
Boot & Shoe Recorder, 239 West 39th ‘Street, 
New York, N. Y. 


We will buy from manufacturers, 
jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 
enables us to handle large and 
small quantities. 


KIRSCH-BLACHER CO., INC. 
590 Broadway New York 





Phone CAnal 6-4298 and 4299. 








POSITION WANTED 


ae oe WANTED—Managerial Lady— 
hoe Factory Office—Seventeen years’ ex- 
perience. Understand all departments thorough- 
ly. Capable of organizing Tag, Order and 
Payroll Departments. References furnished. 
Address C-766, care Boot & Shoe Recorder, 
140 Federal St., Boston, Mass. 








OUNG MAN, age 32 years, life long ex- 

perience in retail shoes, can merchandise 
store, also furnish best of reference, wishes to 
locate in middle West. Address C-765, care 
Boot & Shoe eer. 239 West 39th Street, 
New York, N. 





A POSITION as Shoe Salesman, I am a well 
experienced Shoe Salesman, with six years’ 
experience. I am 23. years old and a married 
man. Would go to any location and will work 
for $25.00 a week. Address C-764, care Boot & 
ee i. ai 239 West 39th Street, New 
or 





&®© Advertisements 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 

$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
Ser this page must be in our New York office on Friday of the week preceding publication. ™ 
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MERCHANTS’ NEEDS 








Everything for Your Windows 
Futuristic Displays and 
Backgrounds 


Artificial Flowers, Vases, Window Pian, 

pesatiogs Settings, Scenes, Velour pa 
Paper Srders, Ribbon Borders, Decorative 

Puffing, Foils, Flitters, Valances, Draping Materiel, 

vobes Mats. Send for Fancy Paper Booklet. Price 
ie 


DAVE’S DISPLAY DECORATIONS 
{18 West Broadway, New York 








NEW MODERNISTIC 
TICKET 


With or without “SALE” im- 
print. 


Carried In-Stock 


Any assortment desired. 
Samples on request. 





Coral background, 
black printing. 


orange and black trim, 


PRICE: With “SALE” Imprint: 
© GOB... GOBG cevcvcccecccecs $1.25 
12 doz.. BGO ccccccccccccoes 2.25 
24 doz. B.TB  ccccccccvcccece 4.00 


Blank tickets—same prices. 
Celluloid Profit Chart (Pocket Sice)—FREE 
—with order of 24 dozen. 


In-Stock—37 ‘‘SALE!’’ denominations. 
In-Stock—93 denominations with design only. 
15c. per dozen additional for odd-price tickets 
ordered and not in stock. 


(Check with Order, Please) 
Merchant’s Service Dept. 
Boot and Shoe Recorder 
209 So. State St., Chicago, IIl. 











E. J. Earnings Up 


BINGHAMTON — Endicott Johnson 
Corp. reports for 11 months ended 
Nov. 28 net of $2,580,566 after de- 
preciation, federal taxes, etc., equiva- 
lent after deducting dividends paid on 
the 7 per cent preferred to $4.84 a 
share (par $50) on 405,360 shares of 
common. For the year ended Dec. 31, 
1930, net was $765,268 or 14 cents a 
share on the common. The company 
has changed the fiscal year to end with 
November. 

Sales for the 11 months ended Nov. 
28 last amounted to $48,203,352, 
against $54,499,447 in the year ended 
Dee. 31, 1930, and $68,415,057 in 1929 





Build Slowly 
[CONTINUED FROM PAGE 21] 


But, witness an advertisement of the 
best shoe in the world for $5, witness 
same shoe the next week at $3.90, and 
the week following at $2.95. Witness 
the way every educator, employer and 
wise leader have asked people to put 
their money in banks to save for their 
old age. Witness the thousands of di- 
rect mail circulars sent out to the peo- 
ple to inveigle them into buying stocks, 
bankers telling clients to put these in- 
vestments in a strong box and forget 
them. Then see their savings swept 
away in the market crash, and in the 
failure of approximately three thou- 
sand banks! How can you build confi- 
dence on methods such as these? 

“Gentlemen, a new day is dawning; 
it must dawn! Greed and avarice, lust 
for volume, have had a severe blow. 
Let it be a lesson to us to make us a 
little more humble in our efforts and to 
be satisfied with the blessings that a 
straightforward, honest endeavor will 
produce. In such a cause unseen an- 
gels will come to your assistance, and 
in your humility you will receive 
greater blessings than you dreamed 
possible. 

“Build a little more slowly, but build 
more soundly, and keep the confidence 
of your fellowmen, without which no 
lasting success can be attained. Es- 
tablish good will if you want results. 
Nothing can destroy such a founda- 
tion, for character and ability are the 
great assets left to us today.” 





Hints on Advertising 


CuHIcAGo—S peaking before the adver- 
tising forum session of the N. S. R. A. 
convention in Chicago this week, Paul 
Siegel of O. & G. declared that brief 
messages with good illustration was the 
success of their advertising. Position 
of the advertisement was debated at 
length, with pages 3, 5 and 7 favored 
by the majority. Anywhere, however, 
in the first 12 pages of the paper was 
considered desirable. 

Lower rates from newspapers came 
in for considerable discussion, with 
some merchants reporting a decrease in 
rates by their local papers. Others 
were urged to demand a revision of the 
rates where they have not been altered. 
The most effective space for small 
advertising copy as revealed by a re- 
cent survey conducted by a newspaper 
in the South were 2x11, 3x11 and 3x14 
in. The adoption of these sizes, it was 
proved, permitted the ad to be seen 
regardless of position in the paper, as 
it greeted the reader at eye-level, even 
when the paper was folded and the ad 
appeared at the bottom of the page. 

J. O. Moore, Brown Shoe Co., said 
many of their customers used souve- 
nirs effectively in their juvenile depart- 
ments. 

Radio advertising is being used suc- 
cessfully in small communities where 
programs are put on the air with local 
talent. The cost was nominal, being as 





and $69,333,401 in 1928. 


Boot anD SHOE RECORDER 
combining THE SHOE RETAILER, Jan. 9, 1933 


Lucky Shoes 
[CONTINUED FROM PAGE 17] 


the merchant and his contact with the 
manufacturer. It was a battle of 
brains and shrewd bartering for the 
best available proposition. 

Beautiful shoes were in evidence 
everywhere and prices were attractive, 
both factors apparently acting as in- 
centives for the merchant to discover 
his best sources of supply from which 
he can get a profit during the coming 
year. 

It was a business convention—seri- 
ous business too, and few, if any, found 
time to waste valuable minutes in 
frolic or festivities. In the maturity of 
a twenty-first convention, the associa- 
tion went back to fundamentals. The 
very first meeting developed a line of 
thought that had been expressed by the 
late A. C. McGowin, twenty-one years 
ago. He then said: “Be satisfied with 
what you are prepared for.” Every 
session of the convention was a battling 
forum. Merchants on the floor domi- 
nated the debate. It was a little man’s 
convention, and the big shot learned to 
listen as well as listen to learn. Some 
of the big shots found that on today’s 
appraisal arrogance was out and proper 
humility was helpful to them. Some 
of the forgotten A B C’s of pleasing a 
customer and making a friend of the 
manufacturer were more desirable than 
cunning chiseling. 

Local celebrities, including the mayor, 
senator and big merchant, stressed the 
plight of moneyless Chicago, and many 
a merchant goes home with the inten- 
tion to scrutinize his own city govern- 
ment and its tax set-up. 











low as $25 per month for 15 minutes 
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once each week. L. H. Lampe of 
Huron, S. D., used a 15-minute pro- 
gram with talent provided entirely by 
his store organization. 





Sees Brown for Spring 

CHicaco—Speaking before a style 
forum of the N. S. R. A. Convention 
here this week, Julius Goldberg, of 
Goldberg & O’Connor, this city, as- 
serted his faith in brown as a shoe 
shade for Spring but said it should be 
a trifle lighter than last season. He 
could not see brown shoes for the blue 
costume. 

Mr. Goldberg has recently returned 
from Paris and he predicted every con- 
ceivable shade in blue dresses. In se- 
lecting blue footwear, he urged the 
retailers to be careful to get the right 
shade of blue, not too dark, so that it 
will look black at night, and without a 
greenish cast. 

In sandals, Mr. Goldberg declared 
that the important requisite is to make 
sure of the right lasts. Personally, he 
said, he has been “off” strap patterns 
for a year, except for staple types. 
Straps are necessary, but not stylish, 
he said. Care should be taken to select 
patterns that give support at the arch. 
Lasts will continue to carry rounded 
toes in the better grades, Mr. Goldberg 
predicted. 








Back to First Principles 


[CONTINUED FROM PAGE 32] 


1932, a number of examp!es were shown. The chair- 
man pointed graphically to the new importance which 
was being attached to larger and more effective treat- 
ment of shoe illustration. Good, catchy headlines, it 
was agreed, would replace lengthy, uninteresting de- 
scription and copy. Large illustrations, a catchy head- 
line and brief descriptions appeared to be the safe 
and successful method to selling. 


MERCHANDISING 
The two round table 


conferences scheduled for Tuesday afternoon were 
combined into one meeting with the two principal 
subjects, “Merchandising with the Market,’ and 
“Maintaining Unit Sales of Pairs,” offering the larg- 
est attendance thus far and giving an opportunity of 
participating in one of the most interesting forums 
of the convention. Chairman Edwin Hahn of 
William Hahn & Company, Washington, D. C., 
presided and led the discussion. The following ad- 
dress delivered by Chairman Edwin Hahn formed the 
platform around which the discourse revolved. 

“We are in the midst of the severest financial cata- 
clysm that has been experienced in our lifetime. Un- 
til means have been found and utilized to balance our 
greatly increased potential production with consump- 
tion, business will continue to be disrupted. 

“In the meantime, violent changes in the price of 
raw commodities and manufactured commodities are 
making it increasingly difficult for retail distribution 
to function without loss. It is this fact that has 
focused the attention of all retailers on the problem— 
how to merchandise during such a changing market. 

“Retail prices must, of course, be promptly adjusted 
to changed wholesale costs. However, with increased 
expenses caused by lower unit prices, it becomes diff- 
cult but necessary to maintain a fair and legitimate 
margin of profit. 

“Also, in order to reduce inventory losses during 
declining markets, it is necessary to study new meth- 
ods of merchandising that will enable us to hold down 
our stocks to a much lower level than was formerly 
considered possible. However, in spite of the neces- 
sity of price adjustments, there are other considera- 
tions of far greater importance. 

“The experience of recent months has demonstrated 
the fact that those who have stood up best under the 
present strain are, first, firms who have maintained 
their quality, second, firms who have kept their stocks 
adequate in fashion as well as sizes, and third, firms 
who have established customer confidence, through 
undeviating integrity and conscientious service.” 
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The full discussion at this meeting will appear in 
an early issue of the Boor AND SHOE RECORDER. 


STYLE 


A recheck of the women’s 
style situation for Spring and Summer, in the light of 
developments since the Joint Styles Conference in 
October, resulted from the discussion at the meeting 
on women’s styles. Various authorities on feminine 
fashions, footwear and otherwise, gave their impres- 
sions of the outlook for the coming season and these 
were clarified by question and answer. 

W. A. Geuting presided at the women’s style 
forum, and Miss Palmer, of the editorial staff of Har- 
pers Bazaar, opened the program with a resume of 
the fashion picture relating to Spring feminine ap- 
parel as that publication sees it. She discussed coat- 
ings, fabrics, colors and accessories and her compre- 
hensive coverage of the broad subject was warmly ap- 
plauded. 

Madame Hamilton Jeffries, fashion editor of THE 
Boot AND SHOE RECORDER, discussed the footwear 
outlook for Spring and exhibited charts showing 
pattern tendencies, together with specimens of 
leather and fabrics. Madame Jeffries laid down the 
general rule that resort footwear will be colorful, 
while conservatism will characterize the tailored types 
of shoes for town. Existing conditions, said Madame 
Jeffries, favor a big sports season, but the sport 
shoes will be more feminine than in the past. Straw- 
hued beige looks promising, she added, with the pinky 
shades of beige being less in demand. She believes 
the dark blue shoe is safe for the blue ensemble, and 
blue in various shades will be much in vogue for 
dresses. The use of brown shoes with the blue cos- 
tume is to be discouraged, since it tends to curtail 
volume. She predicted that white will come into 
popularity early and stay long. Overlays, rather 
than underlays, are to be considered the smart thing 
in shoes this season, she declared. The all-over 
punched theme is strong in calfskin shoes, as also is 
the Wales pattern. Shoe laces of another color than 
the shoe promise to be one of the season’s interesting 
developments. 

At the close of her talk, Madame Jeffries was asked 
by Chairman Geuting concerning the “riot of san- 
dals’” now on the market and she expressed the 
opinion that the answer to the sandal question de- 
pends mainly on the pattern that is chosen. Some of 
the open types are filled with hazard, the more closed- 
up patterns being safer. She warned particularly 
against patterns likely to cause toe discomfort. 
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New “PARAMOUNT” Buckle 


All buckle manufacturers agree that they must take a loss on buckles sold at the prices now demanded for soft 
enameled buckles. 

Is it good business for either shoe manufacturers or retailers to buy a product acknowledged to be made at a loss 
when for very low prices a good product can be made with the small profit consistent to present requirements? 

This is, of course, a “buyers’ market’; but—is it wise for the buyer to contribute to the extermination of responsible 
sources of supply? 

Because there is no longer a profit to be used in the development of new, good buckles and ornaments many important 


manufacturers are using their r and ing y developing other lines. 
Is this a healthful condition? 


We are hoping that the shoe manufacturers will, before it is too late, realize that the service rendered by the leading 
buckle makers has been of real value to them and that to drive them into other lines is not good business. Surely 
not for a difference of % to % cent per pair for a product of questionable value. 


or we take this opportunity to thank the many shoe manufacturers who have worked with us so generously during 
the past year. 








All of our original patterns are being patented. 

Buckle manufacturers who attempt to evade our design 
patent protection by making slight changes will take notice that, 
in such cases, we will defend our patent rights in the courts. 








10 ABBOTT PARK PLACE 





Warner Spats 


Nicely Designed 
Good Material 
and Workmanship 


Perfect Fit 
Popularly Priced 


Prompt Shipment 
from Floor Stock 






COME TO READING 


you will be delighted to visit the many 
spots of historic interest in this famous 
industrial centre. 








Make your headquarters at 
this Modern, Fireproof Hotel 
The W. W. WARNER MFG. CO. 300 ROOMS 
817 Sy — pat Spectalists Cin ti, O1 RATES: $2.00 to $3.50 











Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 





(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 S. State St., Chicago, Ill. 
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Indiana Tax Effects 

INDIANAPOLIS—Little did the officials 
in charge of shoe stores of this state 
think two years ago when they sat 
blithely by and permitted the legisla- 
ture to pass a so-cailed chain store tax 
law that they would be so much af- 
fected. The bill was known popularly 
as a chain store tax bill, and the in- 
dependent shoe retailers figured the 
tax on a single store was small and 
they would not be hurt. And it might 
be just as well to take some money 
away from the chain stores, if more 
taxes had to be raised, and they always 
have to be. Then, the law likely was 
not constitutional, so why worry? 

But the law was constitutional. And 
the Indiana Attorney General has just 
made a ruling on who must pay the 
tax. Not only retailers, but all jobbing 
houses and the boot and shoe manufac- 
turers also will be hit, whether domi- 
ciled in Indiana or not, providing they 
maintain selling agents in the state. 

The ruling says “agents represent- 
ing home or foreign concerns having 
offices and taking orders” will be made 
to pay the tax. Say, for instance, a 
manufacturer has a selling agent in 
one or more of the larger cities of 
the State. For each agent maintaining 
an office where he takes orders or sells 
merchandise, a tax must be paid. The 
tax is graduated from $3 for a single 
such business, exclusive of a 50-cent 
fee for application, to $25 for each 
more than 20, with a separate fee for 
each application. And each office is 
a separate business. 

But this is only the beginning. When 
the bill first was introduced, it pro- 
vided a maximum of $150 for each 
business more than 20 owned by the 
same firm instead of $25, and in the 
hope the chain would not fight, the 
maximum was lowered. Since the fight 
was made and the case lost in the 
United States Supreme Court, it is con- 
ceded the next legislature more than 
likely will attempt to make increases. 
The constitutionality of such a taxing 
principle being established, why not 
raise the ante? 


Steuer to Open Children’s Store 

NEw ORLEANS—Dan Steuer has 
leased the property at 111 Baronne 
Street for consideration of $15,000, and 
will open a children’s shoe shop. Mr. 
Steuer is one of the deans of the retail 
shoe trade in New Orleans. 
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Keep Them Fit 
With Shoes that F/T 


If your wetter sunset “Improper Fitting the Biggest Factor in Failure of Shoe 
| og ae it ge Stores to Hold Patrons.” This important, yet often over- 
——— looked fact was very clearly brought out in a recent 

Boot and Shoe Recorder article entitled “Why Customers 


Leave Home”. A “Lost Customer” survey of the charge 
accounts of one store showed 28.8% of the nine reasons 


My hy hy hy hr hr, given for customer dissatisfaction were ill-fitting shoes. 


COORDINATED Better fitting shoes are now possible through the Coor- 
LASTS and PATTERNS dinated Last and Pattern system because the variance 


that occurs on the smaller and larger sizes is overcome. 
The shoes are made over lasts of proportional measure- 
ments and are fitted not merely to 4B or model feet but 
to feet that measure from 2 to 8. Large and small shoes, 
therefore, fit quite as perfectly at the heel, throat and 
along the sides as the model 4B size. Shoes that fit 
well retain their original style lines considerably longer. 





UNITED LAST COMPANY ¢ BOSTON *¢ MASS. 
a a aN ce NE SO Me Es OE OE Se cE EE EOE EOI SE 
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SHOE > >THE OPERATION MUST BE 
SPEEDY snp FOOL- PROOF 


Vulco-Unit Box Toes have proven worthy of 
confidence over a long period of time. Scienti- 
fically constructed to meet every exacting require- 
ment, operators everywhere, know they can de- 
pend on Vulco-Unit Box Toes to produce the 
best results. 

Happy Landing or Perfect Box Toes — the oper- 
ee at - 4 Te. - PROOF — ation must be speedy and foolproof. 


| B BOX TOE | Vulco-Unit Box Toes are Both. 


BECKWITH ‘(MFG + COMPANY 


STATLER BUILDING... BOSTON, MASS. 
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4 SUL 
GROSS lhe 
Ss pimany snonne yy 


Vedemode 


Feminine (footwear 


Two of America’s 
outstanding lines 
of quality footwear 
Manufactured by 


JULIUS GROSSMAN, INC. 


372 De Kalb Ave., Brooklyn, N. Y. 





SHOE 
CREATIONS 


wan hdeaed mn Pia 
ee (Made in i 


A Subsidiary of I. MILLER & SONS 
Long Island City 





Dr. POSNER'S 


SCIENTIFIC 
SHOES 
/ The . 
MUSCLE BUILDER } 
SHOE | 


\. prevents PROWATION 


Fine Welts and Turns 
for Children 


Days” 
INC. 


“From Babyhood to College 
DR. A. POSNER SHOES, 


Sales and Stock Rooms 
140 West Broadway, New York, N. Y. 











“STAR 
BRAND 
SHOES 

ARE 

BETTER” 

ROBERTS -JOHNSONS RAND 


anch of Internationa! 


ST. LOUIS. MO. 











The Symbol of 
Style and Quality 


S. lyled by 


] 


RICE-O’NEILL SHOE COMPANY 


Manufacturers 
St. Louis, Missouri 


Brand 


Always on a 
Solid Leather Basis 


Quality Knows No Substitute 


BRANCH OF 
Ynleimatonal Shoe Cor 


ST. LOUIS 

















“ SELF- 
STARTER” 


The INTERMEDIATE Shoe for 
Babies Learning to Walk 


Flexible 
Durable 
Comfortable 


Patented and Manufactured by 


THE CARPENTER SHOE CO., INC. 
Rochester, N. Y., U.S. A. 








RETAILERS 
IN STOCK 
SERVICE 


Pace Makers in Men’s Shoes 


CONRAD SHOE CO. 
BROCKTON, MASS. 





re Ore ee 
LGEVILLE 


“DOLGEVILLE SLIPPERS” 
““SNUG-LERS” and 
“MOHAWKS” 

FOR STYLE and COMFORT 


“QUTINGSTILES” 
FOR RECREATION AND SPORTS 


Dolgeville Slipper Co., Inc. 
DOLGEVILLE, N. Y. 




















Pouy Cup 


rt tare i tl i i Re LR Ri Ri i i i Re eR Ri Re ee ee ee ee ee Ba 


$3.75 


dozen 


for Price Tickets $5.00 


_) $2.75 | $2.00 


half half 
gross dozen 


retailers retailers 





WOMEN’S McKAYS 


SHOE HOLDER 
MO. 


SHOE MFG. CO. LOUIS, 


St. Louis, Mo. 


M. D. POLLINGER CO. ST. 





PARAMOUNT 
4164-72 Chippewa St. 
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Foxed Blucher 

— Welt, Camel Etk 

Vamp and Quarter, Brown Elk Tip and 
Forin, ms, Full Leather Vamp, Double +x 
4770 11% to 2 to D $2.7 


Patent Instep— 
Strap Turns 
2265 4 to 8 
3265 8% to 12 
4265 12% to 3 
5549 3% to 7 


EDWARDS 
STOCK SERVICE 
IS EXACTLY WHAT 
YOU WOULD 
EXPECT TO GO 
HAND IN HAND 
WITH EDWARDS 
QUALITY 
FULL—COMPLETE— 
IMMEDIATE AND 
UNQUALIFIED 


* 


Foxed Blucher 
Oxford Welt 

Brown Elk Vamp and Quarter. Brown 
— Genu ine Shark Tip and Fox 
3775 8% to 12 B to D Se nienae $2.08 
4775 12%to 3 Peer 


Patent Buckle 
Marcy Turn 


5472 3% to 6 























Tan Elk Blucher 
Oxford Welt 

> 5 B to D 

+s oe 


2% to 3 7 
Black Ei, ‘Bluener Oxterd Welt 
4843 11% to 3 AtoD........ $3.00 


Patent Buckle 
Olga Turn 
2267 : % to p 
267 to 
4267 12% to 3 BO Wiiccvcsea 2.85 


EVERYTHING 
YOU’VE HEARD ABOUT 
EDWARDS SHOES 
PROBABLY IS TRUE. 
AT LEAST, THEY ARE 
THE KIND OF SHOES 
EVERYONE TALKS 
ABOUT AS THE 
STANDARD OF 
COMPARISON— 
BECAUSE THERE ARE 
NONE BETTER 


* 





. Twelfth St. Philadelphia, Pa, 
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